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      “An orange… is an orange…. is an orange. Unless, of course, this orange 
happens to be a Sunkist, a name eighty percent of consumers know and trust”. 
Russel L. CEO. Sunkist Growers 
 
1.1   Presentation and scope of the study 
When I was wandering in the souk located in my hometown, looking for Moroccan argan oil 
products, many brands appeared and to my surprise they were not written in French or Arabic, 
two languages Moroccan consumers are accustomed to, rather those brands were written in the 
English language. A language which may not enjoy the same level of popularity as it does in 
other European countries, like Spain. For a short moment one wonders whether the use of this 
international lingua franca could actually have a deeper meaning to it and if it was intended to 
attract attention and transgress the norm. As Phillipson (2003: 72) suggests, for certain fields 
like fashion and beauty culture, “the foreign name is simply a must, as it implies a positive 
connotation for the special trade.” In realizing that those anglicized brand names are indeed a 
bumbling attempt to add an extra positive value to the brand, and make it appear more modern 
and international.  
With the spread of technology and the world becoming a “Global Village,” as put by the 
futurist marketer Marshal McLuhan, space and time had shrunken converting different 
societies into a single community. Many companies started to opt for an international market 
or at least inspired to be globalized, clearly trusting the selling power of English despite the 
product’s country of origin and the nationality of the target audience. However, it is argued 
that the use of foreign-language display in advertising is symbolic in that the foreign language, 
such as English, evokes associations with the country where it is typically spoken, and these 
associations are expected to be transferred to the product (Haarmann 1989; Kelly-Holmes 
2005; Piller 2003; Ray, Ryder, and Scott 1991). Moroccan brand designers are no exception as 
they are showing a tendency to adopt anglicized brands. In the context of advertising, the spread 
and impact of the English language and Anglo-American culture all over the world is widely 
documented. An array of publications continually provides abundant evidence of the increasing 
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influence of English (e.g., Bhatia 1987; Haarmann 1989; Kellerhals 2008; Martin 1998, 2008; 
Piller 2003, 2006; Schiemichen 2005; Furiassi 2010; Furiassi et al. 2012, among others).  
Today’s market put a lot of pressure on brand names to be short, distinctive, easy to 
remember, and to be suggestive. As Room (1994) nicely put it, brand names both designate 
and advertise; they are created to convey information, carry desirable connotations and 
generate favorable perceptions. Thus, creating an effective brand in a competitive market 
becomes a difficult task in need of various tools. Choosing the right brand name can enhance 
brand equity and help in building a favorable brand image for a newly introduced product 
(Aaker 1996; Keller 2003). Apart from marketing strategies and anglicisms, brand designers 
make use of other tools, such as morphological processes, the use of conceptual metaphors and 
metonymies, and the implementation of values. To this end, our work brings together insights 
from different analytical stands to approach the study of meaning construction and creativity 
in the creation and design of anglicized convenience and shopping goods.  
With the high increase of brand names entering the marketplace, marketers are more 
interested in linguistics to help them produce distinctive brand names. Word formation process 
is a tool that helps brand designers to create new words. They can combine selected morphemes 
to construct brand names that have some easily inferred or implied meaning. Furthermore, they 
can combine certain prefixes and suffixes; they can clip pre-existing words and create blends 
(e.g., Microsoft, Skype, and Wikipedia); they can make compounds through combining two 
lexical morphemes (e.g. Firefox, Facebook), and they can also coin new words names. 
Moreover, derivation and compounding are considered two important word formation 
processes that are frequently used in brand naming practices (Panić 2004). For instance, many 
brand names contain the pseudo-scientific suffix –ex, such as Kleenex, Spandex or Durex, 
which exudes excellence (Sebba 1986).  
The use of conceptual tools such as multimodal metaphor and metonymy in the advertising 
literature is both common and encouraged (Forceville 1996, 2009; Forceville and Urios-Aparisi 
2009; McQuarrie and Phillips 2005; Velasco Sacristán 2010; Cortés de los Rios 2001, 2010; 
Hidalgo and Kraljevic 2011; Villacañas and White 2013; Pérez Sobrino 2013, 2016, 2017; 
Bolognesi 2015; Kashanizadeh and Forceville 2020, among others). According to Lakoff and 
Johnson (1980), the nature of metaphor involves expressing and experiencing one thing in 
terms of another, in this regard, a metaphor that asserts a similarity between two domains that 
one does not expect to be associated can inject novelty, and excitement, thus increasing 
motivation to read and process the brand name (Goodstein 1993).  In the same vein, McQuarrie 
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and Phillips (2005) maintained that consumers are more receptive to multiple, distinct, and 
positive inferences about the brand when metaphors are adopted. Metonymy, on the other hand, 
is a figure of thought based on conceptual contiguity (e.g., Dirven 2002; Gibbs 1994). This 
notion of contiguity is used to express “a close or direct relationship between two entities” 
(Evans and Green 2006: 311). According to this definition, it follows that metonymies have an 
associative relation. In other words, an entity is usually used to refer to another entity in the 
same domain, “a stand for relation.” Ungerer (2000) maintains that CONTAINER FOR 
CONTENT and THE NAME FOR PRODUCT are used as effective advertising tools, 
consciously and extensively. In this regard, metonymy is likely to play an important role in the 
meaning construction of brands because usually the product is presented by the brand name, 
which metonymically stands for the item in question: BRAND NAME FOR THE PRODUCT. 
Specialized literature has provided evidence on the increase in the degree of suggestiveness 
and semantic richness of the brand when metaphor and metonymy are employed (Zaltman and 
Zaltman 2008; Koller 2008; Pérez Hernández 2011, 2013a, 2013b, 2014, 2016, 2019; Ching 
Lim and Hoon Ang 2013; Burcea 2016; Zeng 2019, among others).  
The marketing scholar Aaker (1996: 85) suggested that: “Symbols are more meaningful 
when they involve a metaphor (….) For instance, the Prudential rock is a metaphor for strength, 
Allstate’s “Good Hands” logo a metaphor for reliable, caring service.” As a matter of fact, 
Aaker statement does not only shed light on the power of metaphors in enhancing 
suggestiveness but also, they result in the generation of axiologically positive associations. In 
fact, most of the brand names are created in order to denote a special positive value or to suggest 
various meaning associations, mostly positive ones (Felices Lago 1999). By the same token, 
Pollay (1984: 111) noted that “it is clear that advertising’s primary function is to transmit value 
to a product and a brand.” In the same vein, Khale (1986: 6) suggested that “linking a specific 
product, service, or idea to an abstract value should increase the ease with which the specific 
item can be stored and remembered.” Therefore, a combined cognitive-axiological analysis 
offers a promising approach to map out the dominant qualities and values explicitly linked 
through metaphors and metonymies (for the purpose of this research we will focus on domain 
expansion and reduction, metonymic chains, resemblance metaphors, correlation metaphor, 
mitigation and strengthening) and the modes (visual, verbal) in which they are manifested in 
anglicized Moroccan brand names. 
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1.2   Objectives 
The overall aim of the present work is to shed new light on the unexplored territory of 
Moroccan anglicized brand names, with particular attention to how values arising from these 
anglicized brands can be largely guided and constrained by a number of cognitive operations, 
and the modes (visual, verbal) in which they are manifested. Moreover, our analysis was 
extended to cover other branding elements, like color and logo. Therefore, the multimodal 
conceptual interplay characterizing most of these brands in our corpus was analyzed. The goals 
pursued by this study are the following: 
1. To find out the type and frequency of anglicisms used across different product types and 
reveal the motivation behind their use. 
2. To examine the most dominant word formation processes in convenience and shopping 
goods. 
3. To provide evidence on the pervasiveness of conceptual tools, like metaphor, metonymy, 
and scalar operations in the area of anglicized Moroccan branding as a means of creativity 
and persuasiveness.  
4. To determine the specific modes involved in the semantic make up of convenience and 
shopping goods brand names, and whether there is a preference of a certain mode over others 
depending on the product type. 
5. To enrich the study of axiological linguistics through providing a corpus-based analysis on 
the dominant axiological values across different product types.  
6. To investigate how colors can act as visual cues for the activation of cognitive operations 
and to examine their preferences in the context of specific product classes. 
1.3   Research questions (RQ) and working hypotheses 
In particular, the aim is to answer the following seven main questions: 
RQ1. What kind of anglicisms are frequently used in Moroccan branding?  and what is the 
motivation behind their use?  
There is no doubt that especially in the world of advertising, English becomes the reference 
language. This fact led us to begin our research questions by enquiring into the use of 
anglicisms in branding. Specifically, we seek to find out the type and frequency of 
anglicisms used across different product types and the motivation behind their use. 
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Hypotheses: a) We predict that it is possible to find more instances of pure anglicisms and 
hybrid anglicisms than pseudo anglicisms, due to the fact that the English language has been 
introduced recently into the Moroccan society and using false anglicisms may arise 
problems of unintelligibility. b) We believe that different factors result in favoring the use 
of English over the native language: 1) The lack of equivalents in the recipient language and 
the permeability of advertising language to technicisms and neologisms favors their use  2) 
Modernity is a widely recognized factor for using the English language (Haarmann 1989; 
Bhatia 1992; Cheshire and Moser 1994; Störiko 1995; Schütte 1996; Schiemichen 2005; 
Chen 2006; Kellerhals 2008; Ustinova 2008, among others). It is perceived as a result of 
English being the lingua franca of today’s world and closely related to cosmopolitanism, 
innovation and future orientation.  
RQ2. What are the most dominant word formation processes?  
The necessity to find names for an increasing number of new products has led marketers to  
adopt words from foreign languages and to create new words through the use of 
morphological processes. 
Hypotheses: We predict that there is a correlation between the type of anglicism and word 
formation processes. We hypothesize that the purer the anglicism, the fewer word formation 
processes used. Inversely, a rise in word formation processes employed, result in an increase 
in pseudo and adapted anglicisms.  
RQ3. To what extent are Moroccan anglicized brand names structured by metaphors and 
metonymies? 
To provide a corpus-based evidence of the role played by metaphor and metonymy and other 
cognitive operations in the creation of convenience and shopping goods brand names and 
quantifying their frequency of occurrence. 
Hypotheses: We hypothesize that a high frequency of metaphorical and metonymic brand 
names can be found in the corpus. In the light of recent studies on conceptual operations in 
branding (Pérez Hernández 2013a, 2013b, 2016, 2019; Burcea 2016; Zeng 2019, among 
others), we hold that a set of finite cognitive operations, such as domain expansion and 
reduction, resemblance metaphors, correlation metaphor, mitigation or strengthening, 
among others, can account for the drawing of inferences on the basis of the cue provided by 
the brand name. Moreover, metaphoric and metonymic mappings help in generating positive 
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associations about the product, and consequently, eliminating any undesired interpretations 
of the persuasive message.  
RQ4. Which modes are used to cue cognitive operations? Is the message more likely to be 
conveyed in words, in images, or a combination of both? 
The nature of those brands, which are composed of both verbal and pictorial elements, invite 
us to study the linguistic elements together with their iconic ones, which constitute the 
majority of this corpus. In the spirit of complying with previous research, we further explore 
the vital role of multimodality in the specific context of Moroccan branding. 
Hypotheses: Since brand names in their cueing task are not alone, other elements such as 
logos, mottos, and the use of color and typography, among others, may also function as cues 
that trigger cognitive operations, we assume that there will be a higher incidence of the 
verbo-pictorial mode over the verbal and pictorial mode. The nature of these multimodal 
conceptual tools has already been proved useful (Forceville 2006, 2009; Koller 2009; 
Hidalgo and Kraljevic 2011; Pérez Hernández 2013b; Pérez-Sobrino 2017, among others).  
RQ5. Is the type of product likely to determine the cognitive operation at work? 
This question seeks to find out if there is a connection between the type of cognitive 
operation and the type of product.  
Hypotheses: Each category has its own characteristics and addresses different needs. The 
first category, namely, convenience goods include low priced products that are bought with 
little planning and little cognitive effort, while shopping goods involve more planning and 
a higher cognitive effort. Consequently, we believe that the type of product has indeed a 
direct relation with the cognitive operation at work.  
RQ6. What are the most dominant axiological values? What values did the brand designer 
employ to appeal to potential customers?  
This question seeks to find out the set of values linked to convenience and shopping goods 
samples and account for linguistic and visual means used to codify them, and the way they 
are introduced through metaphors and metonymies. 
Hypotheses: We hold that values are conveyed either through a metonymic link, or via 
establishing a metaphorical link with a domain conventionally representing the desired 
quality. Furthermore, previous research in marketing and consumer studies have 
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emphasized that the use and effectiveness of advertising appeals differ by product category 
(e.g., Den and De Pelsmacker 2010; Geuens et al. 2009). Hence, we assume that product 
type has a direct effect on the kind of values that will be at work, for instance in drink and 
food category we may have higher frequency of the vitality value, whereas in cosmetics we 
may find more of aesthetics and prestige values. 
RQ7. What are the preferences of color in the context of specific product classes, and if 
color associations might differ based on the product type? 
Colors are embedded with messages and can trigger special associations. Hence, our last 
research question seeks to unfold the relation between color association and product type. 
Hypotheses: We believe that color acts as a visual cue that triggers cognitive operations and 
endow the product with relevant associations and felicitous connotations. Nonetheless, the 
preferences of colors will differ depending on the product category. 
1.4   Structure of the thesis 
The present dissertation is divided into nine chapters: the first chapter contains an introduction, 
chapters two, three, four, and five present the theoretical framework of the thesis, chapter six 
outlines the corpus and methodology, chapter seven is devoted to the analysis of convenience 
and shopping goods, chapter eight provides the discussion of the analysis and the results, 
chapter nine presents concluding remarks and suggestions for future research, and the final 
section provides references that were used in this thesis.  
Chapter 2 (Branding), we establish a general understanding of the concept of brand name, 
its creation, its function and its most relevant types and characteristics. Two major themes are 
outlined, namely the marketing and linguistic approaches. The former delves into what brand 
equity is and how it can be developed. In the linguistic approach, special attention is paid to 
word formation processes.  
Chapter 3 (Anglicisms) provides an overview of language contact and linguistic borrowing, 
and an outline of the languages which have come into contact with Moroccan Arabic, with a 
particular focus on the status of the English language in the Moroccan landscape. A 
classification of anglicisms is highlighted along with the possible motivations behind linguistic 
borrowing (anglicism) and the forms these neologisms can take as put forward by different 
scholars. We continue the discussion on the way in which anglicisms are integrated into the 
target language. In addition, selected studies on anglicisms in advertising are presented. 
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Chapter 4 (Axiology) provides a bird’s eye view on the historical overview of the treatment 
of values, what they are and how they can be defined. Moreover, special attention is paid to the 
cognitive-axiological approach research which was initiated and developed by Krzeszowski 
(1990, 1993, 1997) in line with Pauwels and Simon-Vanderbergen (1995). Last but not least, 
we outline some of the most influential contributions that analyzed the way in which leading 
or recurrent values are encoded in advertising in general and branding in particular.  
Chapter 5 (Conceptual metaphor and metonymy) is devoted to reviewing the major 
theories of conceptual operations and tracing the influence of their proposals on brand names, 
with a special focus on the study of metaphor and metonymy from a cognitive linguistic 
approach. A brief overview of the classical approaches in metaphor study are discussed. 
Following this, the pioneering work on cognitive operations proposed by Ruiz de Mendoza and 
Galera Masegosa (2014) is considered, as it provides a more comprehensive, in-depth 
understanding of metaphor and metonymy when applied to language-based meaning 
construction processes.   
Chapter 6 (Corpus and methodology) describes the issues related to the design of a corpus 
of 297 brand names. Several methodological steps regarding the identification and analysis of 
anglicized Moroccan brand names are made explicit. The main stages of corpus compilation 
are listed, and the main principles of corpus creation, such as the selected brands, were based 
on convenience goods and shopping goods, whose representativeness are explained.  
Chapter 7 (Analysis) presents the analysis of convenience and shopping goods. The brands 
were arranged into groups and were analyzed depending on the product category. At the 
beginning we provide an in-depth analysis offering an example from each product type. 
Furthermore, a table is used to present the rest of the analysis. A qualitative analysis is applied 
towards the corpus, which started with the identification of type of anglicisms and their 
morphological category (pure, pseudo, adapted or hybrid anglicisms) The second step is 
identifying cognitive operations at work (namely comparison, correlation, domain expansion, 
domain reduction, metonymic chains, mitigation, strengthening, among others), their modality 
(monomodal or multimodal), and the axiological values transmitted through them. 
 Chapter 8 (Discussion and results) Outlines the results from our corpus-based study of 
anglicized Moroccan brand names. We first discuss the results obtained from the analysis of 
anglicisms and report their types and frequency of occurrence. Moreover, we discuss and 
explore the relation between word formation processes and anglicisms. Second, we provide 
evidence that attests to the productivity of cognitive operations and the use of modal cues. 
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Nonetheless, we examine the significance of some factors such as product type that may 
determine the conceptual operation at work.  Finally, a set of axiological values are discussed 
with the aim of revealing the most dominant values in each product category.  
Chapter 9 (Final conclusions) summarizes the main results of the investigation and 
speculates on potential prospects for future research to expand this thesis.  
The last section (References) provides the reader with the list of books and articles that 









2.1   Introduction 
This chapter introduces the definition of a brand name. The main purpose is to enhance the 
understanding of the various concepts of branding, especially from the marketing and linguistic 
points of view. This chapter attempts to answer the following questions: What is a brand name?  
How is it created? How does it function? What are the most relevant types and characteristics? 
Furthermore, this chapter gives an overview of the linguistic elements used when 
manufacturing a brand name: its orthographic, phonological typologies, and special attention 
is paid to the morphological characteristics. 
2.2   What is a brand? 
Brands have become part and parcel of every company, and one of the most priceless assets of 
a firm. The term brand appeared in the 18th century industrialization as the emerging 
competition required manufacturers to label their products to distinguish them from other 
competitors (Rooney 1995). The period from 1800 till 1925 was important in the history of 
name giving (Hambleton 1987). The 1980s marked a turning point in the way a brand was 
perceived, so the value of a company was no longer considered in terms of its buildings and 
lands, or assets. Instead, the real value resided in the minds of the customers (Kapferer 2007). 
Branding has greatly developed and has played a vital role in the marketing strategy since then.  
As pointed out by Armstrong and Kotler (2001), a brand covers a range of elements, 
including a name, term, sign, symbol, or design, or a combination of them, intended to identify 
the goods and services of one seller or group of sellers and to differentiate them from those of 
competitors. Taking this definition into consideration, whenever a new name, logo or symbol 
is given to a new product, we can assume that a new brand is created (Keller 2003). Thus, a 
brand identifies and distinguishes one manufacturer from another. 
From the same perspective, Feldwick (1996) suggests the concept of distinction through 
comparing a brand to a recognizable and trustworthy badge of origin and a promise of 
performance. In his work, he sheds light on the relationship between the consumer and the 
product and emphasizes the importance of this relation to the branding process.  
Chapter 2. Brand names 
12 
 
From the legal perspective, a brand could be defined as a legal instrument used by a 
company to claim ownership and protect the use of a name (Crainer 1995).  Brands can be 
legally defined as “a sign or set of signs certifying the origin of a product or service and 
differentiating it from the competition” (Kapferer 2007:11). The essence of this definition is 
that brands are born on their registration day, hence, from that day forward they become the 
firm’s property. A trademark is the legal term used for brands to identify the product or service 
of a company (Keller 2003). Moreover, firms seek legal ownership for their brands, because 
they are considered valuable assets and, consequently, protecting them against imitators is 
necessary. However, the limited scoop of legislation is evident because similar labels continue 
to exist until this day (Chernatony and Dall’Olmo Riley 1998). 
From the consumer’s perspective, brands play an important role in the purchasing decision. 
Basically, they are a differentiating device which helps to speed up the purchasing process, i.e. 
once consumers identify a brand and can relate the product or service to it, they do not become 
involved in additional thought to choose a product over another, (Keller 2003). Keller 
(2003:34) also stated that:  
 
Brands identify the source or maker of a product and allow consumers to assign 
responsibility to a manufacturer or distributor. Most important, brands take on 
special meaning to consumers. Because of past experiences with the product and its 
marketing program over the years, consumers find out which brands satisfy their 
needs and which ones do not. As a result, brands provide a shorthand device or means 
of simplification for their product decisions. 
 
In addition, brands are considered as time savers, i.e., the more a consumer is familiar with 
a brand the more he is confident and willing to buy it. Brands help reduce perceived risk in 
buying as follows:  Firstly, providing assurance of quality and reliability, and secondly, making 
the consumer confident that his expectations will be fulfilled (Chernatony and Dall’Olmo Riley 
1998). Finally, brands perform the role of a symbolic device that provides status and psycho-
social identification; hence it enables consumers to show their self-image. Some brands are 
related to certain types of people and mirror different values and features (Keller 2003). 
In terms of companies’ views on branding, brands are a device that induces some sort of 
identification to the product which would, ultimately, produce a simplifying process to the 
product tracing (Keller 2003). According to Adcock (1998), differentiation is achieved when a 
firm creates a set of unique traits as to separate the product from that of other companies. For 
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instance, a shampoo can be used to wash the hair, but how do shampoos differ from each other? 
The brand name, the logo and other distinctive attributes like product design, the price or 
packaging are the needed components. Porter (1980) furthers this theory by enhancing the 
importance of differentiation and claiming that it is one of the main necessities to obtain what 
is referred to as the “competitive advantage.” Keller (2003:35) summarizes this relation “In 
short, to firms, brands represent enormously valuable pieces of legal property, capable of 
influencing consumer behavior, being bought and sold, and providing the security of sustained 
future revenues.”  
From a different angle, brands are seen as a set of perceptions, or what is referred to as the 
brand’s image (Driesener and Romaniuk 2006). Boulding (1956) was among the early 
researchers who called attention to the importance of the image; stating that consumers do not 
respond to reality, but to what they see as reality. On the other hand, Gardner and Levy 
(1995:35) came out with a stronger definition that combines identity and image:  
 
A brand name is more than the label employed to differentiate among the 
manufacturers of a product. It is a complex symbol that represents a variety of ideas 
and attributes. It tells the consumers many things, not only by the way it sounds (and 
its literal meaning if it has one) but, more important, via the body of associations it 
has built up and acquired as a public object over a period of time. 
 
Therefore, a brand image is an ensemble of mental associations and relationships 
developed over time among potential customers (Newman 1957; Pitcher 1985; Kapferer 2007). 
People understanding of a brand varies depending on their experiences, places, situations and 
psychological states. Thus, brands have various meanings for different consumers. The more 
positive meaning a brand enhances, the more valuable and beneficial it is (Krishnan 1996). Kay 
(2006) argued that the strength of a brand is based on the meaning it creates, and therefore 
attaining a brand’s meaning is fundamental in the process of creating a successful one. 
De Chernatony and Dall’Olmo Riley (1998) published an elaborated work providing a 
broad and rich perspective on a range of definitions used for brands through analyzing over 
one hundred articles from commercial and academic journals. As an outcome of their analysis, 
they identified twelve main brand elements, which indicates the plethora of definitions the term 
“brand” has in the literature. These brand elements are: 1) legal instrument; 2) logo; 3) 
company; 4) shorthand; 5) risk reducer; 6) identity system, 7) image in consumers’ minds; 8) 
value system; 9) personality; 10) relationship; 11) adding value; and 12) evolving entity. The 
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twelve brand definitions are not entirely exclusive, but they constitute a classification of the 
most valuable elements in the literature. See the following Figure: 
   
1. Legal instrument 
 





Name, term, sign, symbol, design. 
Product characteristics. 
Identify, differentiate through 
visual identity and name. Quality 
assurance. 
3. Company Recognizable corporate name and 
image. Culture, people, programs 
of organization define corporate 
personality. CEO is brand 
manager. 
Evaluate over long-time horizon. 
Product lines benefit from 
corporate personality. Convey 
consistent message to 
stakeholders. Differentiation: 
Proposition relationship. 
4. Shorthand Firm stresses quality not quantity 
of information. 
Rapidly recognize brand 
associations. Facilitate 
information processing, speed 
decisions.  
5. Risk reducer Confidence that expectations 
being fulfilled. 
Brand as a contract. 
6. Identity system More than just a name. Holistic 
structured with six integrated 
facets, including brand’s 
personality. 
Clarify direction, meaning, 
strategic positioning. Protective 
barrier. Communicate essence to 
stakeholders. 
7. Image Consumer centered. Image in 
consumers’ mind is brand 
“reality”. 
Firm’s input activities managed 
using feedback of image to change 
identity. Market research 
important. Manage brand concept 
over time. 
8. Value system Consumer relevant values imbue 
the brand. 
Brands value match relevant 
consumer values. 
9. Personality Psychological values, 
communicated through advertising 
and packaging define brand’s 
personality.  
Differentiation from symbolism: 
Human values projected. Stress 
added value beyond functional.  
10. Relationship Consumer has attitude to a brand. 
Brand as a person has attitude to 
consumer. 
Recognition and respect for 
personality. Develop relationship. 
11. Adding value Nonfunctional extras. Value 
satisfier. Consumers imbue brands 
with subjective meaning they 
value enough to buy. Aesthetics 
enhanced through design and 
distribution.  
Differentiate through layers of 
meaning. Charge price premium. 
Consumer experience.  Perception 
of users. Belief in performance.  
12. Evolving entity Change by stage of development 
 
Figure 1. Brand definition (De Chrenatony and Dall’Olmo Riley 1998:426) 
2.3   Brand equity 
A significant and relatively important aspect of branding research is the focus on assets linked 
to a brand name. Marketers, throughout the years, investigated how unique concepts are linked 
Brand definition Antecedents Consequences 
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to a brand. According to Aaker (1996), five major categories could be classified: Brand 
awareness, brand association, brand loyalty, perceived quality and other proprietary brand 
assets (see Figure 2). This set of assets represents what is referred to as “brand equity.” On the 
one hand, Aaker (1996) defined it as “a set of brand assets and liabilities linked to a brand, its 
name and symbol that add to or subtract from the value provided by a product or service to a 
firm and/or to that firm’s customer” (Aaker 1996: 7). 
 
Figure 2. A five-asset model of brand equity (Aaker 1996: 7) 
This definition sheds light on the notion that brand equity constitutes the added value 
endowed to a product. On the other hand, Keller (2002: 153) defined brand equity from 
customer-based perspective; he refers to it as “customer-based brand equity,” and defines it as 
“the differential effect that brand knowledge has on the consumer or customer response to the 
marketing of that brand.” Customer-based brand equity generally occurs when the customer 
reacts favorably to a brand, i.e. when the consumer memorizes the brand and has a strong 
association to it.                                                                               
Although Aaker (1996) and Keller (2002) defined brand equity from different angles using 
two different approaches, they shared the acknowledgement that brand equity represents the 
“added value” gained by a product. Other scholars who provided definitions of brand equity 
similar to that of Aaker (1996) and Keller (2002) are the following: 
1. The value a brand name adds to a product (Broniarczyk and Alba 1994: 214). 
2. The added value that a brand endows a product with (Farquhar and Russell 1990: 856). 
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3. The added value endowed by the brand to the product as perceived by a consumer (Park and 
Srinivasan 1994: 271). 
4. The value attached to a brand because of the powerful relationship that has been developed 
between the brand and customers, and other stakeholders over time (Keegan et al. 1995: 
323). 
The above-mentioned definitions explain how brand equity provides value not only to the 
customer but also to the firm. It creates value to the customer through improving and facilitating 
the information processing, simplifying the decision making, reinforcing the purchase, and 
building confidence. To the firm, the value is endowed through raising the marketing efficiency 
and effectiveness, constructing brand loyalty, increasing the profits, and attaining 
distinctiveness (Bagozzi et al. 1998).  
2.3.1   Brand awareness 
According to Aaker (1996) brand awareness represents the strength of a brand’s presence in 
memory, which is reflected by the consumer’s ability to recognize the brand under different 
conditions. He distinguished two main levels of awareness: i) brand recognition which is 
established in the consumer’s familiarity with the brand, i.e., remembering that there was prior 
exposure when given the brand as a cue; ii) brand recall which requires the consumer to retrieve 
the brand when its product class is referred to, used, or purchased. The importance of these two 
above-mentioned levels varies depending on where the decision is being made, whether inside 
or outside the store, Keller (2003: 75) further explained this notion: 
 
If research reveals that many consumer decisions are made at the point of purchase, 
where the brand name, logo, packaging, and so on will be physically present and 
visible, then brand recognition will be important. If consumer decisions are mostly 
made in settings away from the point of purchase, on the other hand, then brand 
recall will be more important.  
 
In short, the relative power of recalling and recognizing is a pre-requisite for a brand’s 
existence, and it plays a vital role in enhancing brand equity.  
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2.3.2   Brand loyalty 
When the brand resides in the consumers’ repertoire, then it has gained their likeability and 
only this specific brand satisfies their needs; consequently, they are perceived as loyal 
consumers. This devotion is achieved once there is a consistent purchase of a brand or, in other 
words, there is a commitment to that brand (Tuominen 1999). Attracting new customers can 
be much costlier than retaining existing ones, thus the effect of brand loyalty on marketing 
costs is considerable (Aaker 1996).  
2.3.3   Brand associations 
Another measure of brand equity is brand association, which is any association the consumer 
may make with a brand. For instance, consumer relates to a brand through product attributes, 
customer benefits, product classes, uses, countries of origin, a celebrity, or a symbol (Aaker 
1996). 
Through creating positive brand associations, marketers influence consumers’ judgement 
over a brand thus influencing their purchase behavior and affecting their satisfaction. However, 
these associations are context-relevant depending on what the consumer wants to achieve; 
hence, a brand association may be cherished in one situation but not in another (Keller 2003). 
The marketing scholar (ibid.: 78) gives an example to illustrate the context and situation-
dependence notion: 
 
For example, the associations that come to mind when consumers think of FedEx 
may be “fast,” “reliable,” and “convenient,” with “purple and orange packages.” The 
colour of the packaging may matter little to most consumers when actually choosing 
an overnight delivery service, although it may perhaps play an important brand 
awareness function. Fast, reliable, and convenient service may be more important, 
but even then, only under certain situations. A consumer who needs delivery only 
“as soon as possible” may consider less expensive options, like USPS Priority Mail, 
which may take one to two days. 
 
Keller (2003) classified brand associations into three major categories: attributes, benefits, 
and attitude. Attributes are those descriptive features that intrinsically or extrinsically 
characterize the product. The second type of brand associations are brand benefits. Benefits are 
the personal value and meaning that consumers attach to the product or service. Benefits can 
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be further distinguished into three categories according to the underlying motivations to which 
they relate: functional benefits, experiential benefits, and symbolic benefits. Benefits are the 
personal value consumers attach to the brand attributes, that is, what consumers think the brand 
can do for them. The last type is brand attitude, which is consumers’ overall evaluations of a 
brand. They are the result of consumer’s experience with a brand (Franzen and Bouwman 2001) 
and can be defined as overall judgement to any brand-related information (Keller 2003). 
2.3.4   Perceived quality 
Aaker (1996) was the first to recognize that there is a tight link between perceived quality and 
brand equity. According to him, when a product or service is regarded by the consumers to be 
of high quality, it always results in a satisfied customer. Thus, it drives high financial 
performance. Dabholkar (1995) specified that consumers’ satisfaction plays an important role 
in how they perceive quality.  
The quality perception is a process in which consumers select the internal signals of 
product quality referred to as quality cues. Moreover, quality cues are the traits of a product 
that can be spotted by consumers without prior knowledge of the product. For instance, 
products themselves are thought to contain different cues (e.g., price, brand name, taste, 
packaging, color); each provides a basic hint for predicting product characteristics. 
2.4   Brand identity 
Aaker (1996) proposed a brand identity system (see Figure 3) that encompasses other 
perspectives about how a brand evolves. His model emphasizes the need to consider product-
related associations, organization-related associations, personality, and symbolic associations 
in order to ensure that brand identity has texture, depth and works for different purposes. Aaker 
suggests that not necessarily all the perspectives need to be employed, however, it would be 
wise to at least consider all of them. He also differentiates between core and extended brand 
identity.  




Figure 3. Brand Identity Model (Aaker 1996: 9) 
As visualized in Figure 3, the starting point of the brand identity is the core identity which 
consists of associations most likely to remain constant over time. The core identity plays an 
important role in constructing meaning and making a brand successful in the long run. The core 
identity can be seen as the brand’s soul, the fundamental beliefs deriving the brand, the 
competencies of the organization behind the brand, and core reason for the organization’s 
existence. In addition to the core, there is an extended identity providing details about the brand 
as well as guiding the marketing strategies.  
2.5   Logos  
Visual elements also constitute an important part in building a desirable brand. Logos serve as 
means of differentiation, recognition and identification; and are considered as the most 
prominent visual element of a brand (Wallace 2001). Furthermore, the most significant 
advantage is their flexibility; that is to say, they transfer well across cultures and over a variety 
of products. Logos have a history too; they were used as a vehicle to signal ownership, origin 
and association. For instance, logos were used by families and countries to represent their 
names, e.g., the Habsburg eagle of the Austro-Hungarian Empire, and in ancient China, 
emperors used the dragon as a symbol of imperial power.  
Moreover, some logos are literal representation of the brand name, e.g., Apple, American 
Red Cross, and Arm and Hammer; while others are abstract and can sometimes be entirely 
irrelevant to the brand name, e.g., Mercedes star, Rolex crown, CBS eye, Nike swoosh, and the 
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Olympic rings (Keller 2003). A third category is the word marks which have texts without an 
accompanying logo but are written in a distinctive form such as Coca-Cola, Dunhill, and Kit 
Kat. 
2.6   Criteria of a brand name 
A naming decision is one of the most critical stages in creating a brand. Then, what are the key 
principles marketing executives apply when choosing a good name? Kim Robertson (1989: 62) 
investigated the desirable brand characteristics and suggested that there are three main traits: 
Simplicity, distinctiveness and meaningfulness.   
First of all, simplicity is one of the desirable traits of a brand “easy to say, easy to spell, 
easy to read, and easy to understand.” Consumers like easy processing of information and, 
therefore, they tend to shorten brand names. For example, Coca-Cola becomes Coke and 
Chevrolet becomes a Chevy. The reason behind this phenomenon is related to the human 
psychology “a simple bit of information is more easily learned and recalled.” When the amount 
of information is little and matches the natural language, it is encoded without any difficulty, 
and hence a brand name will probably be learned. For example, violating phono-tactic rules in 
English which would not permit new words such as “mlit,” “lpang,” or “wmelt” will result in 
a disastrous brand name that native speakers find unpronounceable and odd, consequently it 
will be avoided.  
With respect to distinctiveness, it is a fact in the marketing industry that contrastive or 
novel words catch attention easily. Examples of some distinctive brands are Apple, Mustang, 
Xerox, Kodak, and Exxon. The brand name does not always have to be novel or unique to be 
attractive but sometimes all it takes is to be distinctive, for instance, the case of the brand name 
Apple. The word “apple,” referring to a fruit, became quite distinctive when it was used for the 
product category of personal computers. The second reason for memory enhancement is related 
to a motivational ingredient caused by curiosity. Keller (2003) stated that a distinctive brand 
name can be a word rarely associated with a product category, an uncommon combination of 
real words or a made-up word. 
Robertson (1989) also suggested that meaningfulness is a basic dimension upon which the 
strategic desirability of a brand name should be judged. To say that a brand is meaningful, it 
should be easily understood and easily used, it should be a real word rather than a coined one, 
and finally it should be reflective of the benefits of the product.   
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Kanungo (1968) reported that it is better if the brand name is highly meaningful than if it 
is of low meaningfulness, and that brand awareness of high-utility products is superior to that 
of low-utility products. Familiarity with words is another key factor in the enhancement of a 
brand.  Familiarity refers to the frequency a word’s use in the English language (Kanungo 1968; 
Robertson 1989). Creating a familiar brand name enables executives to make use of already-
formed consumer knowledge structures (Keller 2003). Lerman and Garbarino (2002) 
highlighted the fact that awareness was significantly higher for word brand names (68.8%) than 
non-word brand names (38.1%). In the naming guide made by catch word team, they believe 
that a smart option is using the same brand name that was used in another industry:  
 
Don’t get mired in hunting for a name that’s never been used before. Most names 
have been around the block a few times, in different industries or contexts. That’s 
okay. You can usually adopt a name that’s similar (or even identical) to a name being 
used in an unrelated space—as long as it’s not in your space. Think Ford Explorer 
and Internet Explorer, or O Organics and O (The Oprah Magazine). These brands 
happily coexist. (Catchword branding 2014: 15) 
 
Robertson (1989: 61-69) pointed out that marketing executives attempting to select a 
“successful” and “strong” brand name for a product, a service or a company should follow nine 
essential principles. The brand name should: 
1. Be a simple word.  
2. Be a distinctive word. 
3. Be a meaningful word.  
4. Be a verbal or sound associate of the product class. 
5. Be a mental image.  
6. Be an emotional word. 
7. Make use of the repetitive sounds generated by alliteration, assonance, consonance, rhyme 
and rhythm. 
8. Make use of morphemes. 
9. Make use of phonemes. 
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2.7   Linguistic characteristics 
There are a number of interesting linguistic issues raised when a brand name is being created. 
With the high increase of brand names entering the marketplace, marketers are more interested 
in linguistics to help them produce desirable brand names. Bergh et al. (1987: 42) constructed 
a four-fold linguistic typology to evaluate the brand names: (1) phonetic, (2) orthographic, (3) 
morphological and (4) semantic categories. The focus will now only be on the first three 
typologies because later a more detailed part will be dedicated for cognitive semantics as it is 
of a high interest to this dissertation. 
2.7.1   Phonetic and orthographic typologies 
Small things like individual letters may play a decisive role in the success or failure of a newly 
developed brand name. The first dimension, phonetics, is the act of describing sounds in 
speech. Phonetics considers how sounds are produced, how they fall into a pattern and if sounds 
convey meaning (Ladefoged 1993). Moreover, it contains eight linguistic characteristics: 
alliteration, assonance, consonance, rhymes, clipping, blending, onomatopoeia and plosives. 
Bergh conducted a study to decide whether “brand names that begin with consonants called 
“plosives” (B, C, D, G, K, P and T) are more recalled than names that begin with consonants 
or vowels” (Bergh 1984). Furthermore, he studied the relationship between the length of the 
name and its memorability, how names can be associated with other things, and the capacity to 
recall and recognize names. He discovered that brand names chosen using plosives were more 
memorized than those chosen using non-plosives. If the word is long and has more syllables, 
it is unlikely for the word to be recalled.  
Another study led by Yorkston and Menon (2004) examined a phenomenon known as 
sound symbolism, where the sound of a word conveys meaning. Particularly, they investigated 
how this phonetic structure of brand names affects a consumer’s evaluation of products. They 
proved that consumers use information they gather from phonemes in brand names to judge 
the product; and that this process is uncontrollable, subconscious, and effortless. Hinton et al. 
(2006) investigated whether the sound of a brand name conveys an inherent meaning, and she 
discovered that both vowels and consonants of brand names can communicate information 
related to products when marketing communication is absent. 
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Keller (2003) also said that sounds of letters can gain meaning depending on whether they 
are plosives or sibilants; he stated that: 
 
Plosives escape from the mouth more quickly than sibilants and are harsher and more 
direct. Consequently, they are thought to make names more specific and less abstract, 
and to be more easily recognized and recalled. On the other hand, because sibilants 
have a softer sound, they tend to conjure up romantic, serene images and are often 
found in the names of products such as perfumes—think of Chanel, Ciara (by 
Revlon), and Shalimar and Samsara (Guerlin).  (Keller 2003:151) 
 
Brands are not restricted to letters alone, but to other linguistic categories like 
orthographics as well. Bergh et al. (1987) referred to the second linguistic topology 
“orthographics” which is concerned with unusual writings, like Kool, abbreviations like 7 UP, 
acronyms, and incorrect spelling. Wong (2013) explored the creative use of unconventional 
spelling in brand names. Using insights from the indexical approach to the linguistic 
construction of identity, he demonstrated how unconventional spelling produces a myriad of 
effects and meanings, such as their potential to convey distinctiveness which in turn help 
construct brand identity.  
2.7.2   Morphological typology  
Another important aspect is the morphological one. Morphology is categorized as the study of 
language structure. It deals with the formation and composition of words. Among linguists, 
morphemes are considered and defined as “the minimal meaningful form of language,” a form 
which is able to maintain the same meaning in a variety of linguistic contexts (Ennaji and 
Sadiqi 1994: 147).  According to Biagi (1987: 59) as cited in Zilg (2011): 
 
The language of advertising doesn’t know any limits in terms of the variety of 
sources and linguistic levels it draws upon: technical terms and expressive language, 
common language, literary language, elevated language – they all provide material. 
 
Brand consultants can combine carefully selected morphemes to construct brand names 
that have some easily inferred or implied meaning. Furthermore, brand creators can combine 
certain prefixes and suffixes; can clip pre-existing words and create blends; can make 
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compounds through combining two lexical morphemes; and can coin new words, all to help 
create creative and memorable brand names. 
One of the most important reasons for having morphology is to form new lexemes from 
old ones. Lexeme formation can change the category of the word, add substantial meaning, or 
both (Lieber 2009). He (ibid.: 7) provided the following examples:  
Category-changing lexeme formation 
V → N: amuse   → amusement 
V → A: impress → impressive 
N → A: monster → monstrous 
Meaning-changing lexeme formation 
A → A “negative” happy → unhappy 
N → N “place where someone lives” orphan → orphanage 
V → V “repeat action” wash → rewash 
Both category and meaning-changing lexeme formation 
V → A “able to be” wash → washable 
N → V “remove from” louse → delouse 
2.7.2.1   Coinage 
It refers to the creation of new terms through deleting, adding, or replacing the alphabets or 
sounds from existing lexical items. Fromkin et al. (2003: 92) stated that “the advertising 
industry and specific brand names have added many words to English, and which are used as 
generic names of these types of products such as Kodak, Kleenex, Jell-O.” For more examples 
of coined brand names see Figure 4:  
 
 
Figure 4. Examples of coined brand names 
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Stvan (2008: 219) investigated how the EX-string found in English products and company 
names gains meaning across coined words. Moreover, she identified numerous common EX 
nouns that can be countable like Kleenex and Rolex or uncountable like Carmex and Windex. 
Hence, the –ex ending itself does not mean that the referent is countable. She gave examples 
of plural uses in (1), and a lack of plural markers in (2):  
1. a) She dabbed her cheek with a crumpled Kleenex.  
    b) Security vendor Clear Swift noted a big increase in the number of spam mails offering 
Rolexes.  
2. a) I bought some Carmex for $0.89 and it solved the problem.  
    b) The case should be cleaned with a damp cloth and some Windex.  
2.7.2.2   Affixation 
Affixation is described as a “very effective process of building new words by adding an 
established prefix or suffix to the existing base. (…) It is the most productive process of 
creating new words in English” (Kvetko 2001: 35). Affixes are not full words, but a part of the 
word and they are devised into two categories: 1) Prefixes which always come at the beginning 
of the word which “usually changes or concretizes the lexical meaning of a word and only 
rarely word class” (Kvetko 2001: 38), e.g dislike, unhappy, impossible. 2) Suffixes which 
usually come after other morphemes; examples of such morphemes are singer, novelist, 
friendly, which “usually changes not only the lexical meaning of a word but also its word class” 





Figure 5. Examples of brand names made through affixation processes 
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In his book, Introducing Morphology, Lieber (2009: 40) classified affixes into different 
semantic categories:  
•  Personal affixes: These are affixes that create “people nouns” either from verbs or from 
nouns. Among the personal affixes in English are the suffix -er which forms agent nouns 
(the “doer” of the action) like writer or runner, and the suffix -ee which forms patient nouns 
(the person the action is done to). 
•  Negative and privative affixes: Negative affixes add the meaning “not” to their base; 
examples in English are the prefixes un-, in-, and non- (unhappy, inattentive, non-
functional). Privative affixes mean something like “without X”; in English, the suffix -less 
(shoeless, hopeless) is a privative suffix, and the prefix de- has a privative flavor as well 
(for example, words like debug or debone mean something like “cause to be without 
bugs/bones).” 
•  Prepositional and relational affixes: Prepositional and relational affixes often convey 
notions of space and/or time. Examples in English might be prefixes like over- and out- 
(overfill, overcoat, outrun, outhouse). 
•   Quantitative affixes: These are affixes that have something to do with amount. In English, 
there are affixes like -ful (handful, helpful) and multi- (multifaceted). Another example 
might be the prefix re that means “repeated” action (reread), which can be considered 
quantitative if a repeated action is perceived as done multiple times.  
•   Evaluative affixes: Evaluative affixes consist of diminutives: affixes that signal a smaller 
version of the base (for example in English -let as in booklet or droplet); and augmentatives: 
affixes that signal a bigger version of the base. The closest to augmentative affixes in 
English are prefixes like mega- (megastore, megabite).  
Zilg (2011) examined the formation of 950 Italian brand names in the food industry. His 
analysis revealed that 459 out of 950 names were created by means of morphological processes 
of compounding (210), derivation (145) and clipping (104). He also observed that suffixes were 
much more productive than prefixes, and they showed high combinability with stems.  
Giyatmi et al. (2014) analyzed how brand names written in English in Indonesian products 
are created. They discovered that the analyzed brand names contained a variety of affixation 
where suffixes dominate. 
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2.7.2.3   Compounding 
A compound is the result of stringing two words. The meaning of the compound cannot be 
known only from the sum of the meaning of the parts. For instance, a blackboard can be green 
or white, and a turncoat is a traitor. Thus, the meaning of the compound should be learned. 
However, sometimes it could be figured out just from the meaning of the parts, e.g., a boathouse 
is the house of the boat (Plag 2003, Lierber 2009).   
English compounds are classified depending on the category of the head, which is the 
element that serves to determine the part of speech, and the semantic denotation. The head of 
the compound is always the second one, hence English compounds are said to be right headed 
(Lieber 2009). See the following examples:  
                    Headstrong                     noun + adjective = comp. is an adj. 
                    Highborn                          adjective + verb = comp. is a verb 
                    Greenhouse                     adjective + noun = comp. is a noun 
The Figure below includes examples of brand names made through compounding:  
 
 
Figure 6. Examples of compound brand names 
Malik (2015) analyzed linguistic iconicity in brand names broadcasted on Pakistani 
electronic ads from the perspective of derivational morphological process in order to see what 
the linguistic choices made in the language of ads are. She collected and analyzed a corpus of 
150 ads. Her findings revealed that compounding is the most frequently used method in the 
construction of electronic brand names. 
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2.7.2.4   Blending 
Blending is a word formation process where parts of two words are combined to form a new 
lexeme. Lieber (2009: 52) stated that “While not one of the major ways of forming new words, 
blending is used quite a bit in English in advertising, product naming, and playful language.” 
The most famous blends are smog, which consists of smoke and fog; and brunch, which 
consists of breakfast and lunch (Plag 2003). Some examples of blended brand names are the 
following:  
Maxthon (max + marathon) 
Microsoft (microcomputer + software) 
Netscape (net + landscape) 
Newroo (new + kangaroo) 
PubSub (publish + subscribe) 
Rebtel (rebel + telephone) 
Rollyo (roll + your own, or roll + your own) 
Sharpcast (sharp + broadcast) 
Skype (sky + peer-to-peer)                                                   
Technorati (technology + literati) 
Wikipedia (wiki + encyclopedia) 
Zillow (zillions + pillow, with overlap of -ill-) 
2.7.2.5   Clipping  
Clipping is the process of creating a new word through shortening already-existing words. For 
example, the word lab is clipped from laboratory, blog from web log, and fridge from 
refrigerator. Usually, it is used to express familiarity with the denotation of the derivative ( 
Plag 2003). See the following examples provided by Plag (2003: 121): 
Ad                       Advertisement 
Condo                  Condominium 
Demo                   Demonstration 
                                                 Fax                       Telefax 
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To sum up, brand naming a new product goes through a long procedure held by 
professional naming consultants, who may have the appropriate knowledge about the necessary 
linguistic tools to create interesting brand names that can highly communicate the attributes 
and benefits of a product. Various strategies are used; the most important typologies are 
phonology, orthography and morphology. Phonemes invoke specific feelings and emotions, 
which are referred to as sound symbolism; sometimes brand name consultants can mix and 
match the vocabulary to form compounds and blends, or they might take interesting prefixes 
and suffixes and add them to different words.  
Brand names come in different shapes and shades. Nowadays, English is the most 
dominant language because of the process of globalization that most societies have undergone 
throughout the last decades. Sung-Yul and Wee (2012: 3) reported on the unstoppable spread 
of English across the globe and the increasing belief that English has become the language for 
global communication. However, this language may not yet enjoy the same level of popularity 
in Morocco as it does in other countries, but it is used to name products made in Morocco and 
restricted to the Moroccan market to achieve international appeal despite their limited 
distribution. According to Bhatia and Ritchie (2006), experts internationally feature English 
items the most, because companies opt for a name with a global echo. In the next chapter, we 
will see the process of borrowing from English, its types, as put forward by different scholars, 









3.1   Introduction 
This chapter provides an overview of language contact and linguistic borrowing, and an outline 
of the languages which have come into contact with Moroccan Arabic, with a particular focus 
on the status of the English language in the Moroccan landscape. A classification of anglicisms 
is highlighted along with the possible motivations behind linguistic borrowing (anglicism) and 
the forms it can take as put forward by different scholars, followed by an explanation of the 
process by which anglicisms are integrated into the target language. In addition, selected 
studies on anglicisms in advertising are presented.  
3.2   Language contact 
Language contact occurs all over the world, especially with the fast development of 
technologies and the world becoming a global society as Thomason stated (2001: 8) “there is 
no evidence that any languages have developed in total isolation from other languages.” The 
term language contact could be defined as any situation where two or more languages are 
influenced by each other. Being fluent in all of them is not necessary, but some communication 
between them is pivotal in order for it to be called language contact (Thomason 2001: 1). 
Hence, the outcome of this situation is a change in at least one of the languages involved 
(Matras 2009), and this usually involves reproducing patterns found in one language system 
into another. It is important to note here that it is not limited to spoken contact. Written contact 
is a contributing factor to language change, as well.  
 
The English language is spoken today in parts of Europe, the Americas, Asia, Africa, 
Australia, New Zealand, and in some of the Islands of the Atlantic, Indian, and 
Pacific oceans. It is spoken as a first language by 370 to 400 million people. It is also 
used as a second language by a similar number of people, and as a foreign language 
by hundreds of million more. English is probably used in some by about a quarter of 
all people in the world.  Because so many people, in so many places, speak or use 
English, it is often called a world language. (Viney 2008:1) 
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From a sociolinguistic perspective, Milroy (1992) perceived linguistic change of a 
language or language system as a social phenomenon. Members of any speech community are 
associated to each other in social networks. He divided them into closed networks and open 
networks. Thus, someone whose personal contacts are all acquainted with one another belongs 
to a “closed network.” On the other hand, a person whose contacts do not know each other 
belongs to an “open network.” The degree of the closeness between people in a network 
depends on whether they are relatives, friends, work colleagues, etc. The closer the links are 
the stronger the network ties and vice versa: the fewer the links the weaker the ties. When the 
degree of bonds with other members of the network is high, it is referred to as “multiplex ties,” 
whereas having only one link is referred to as a “uniplex tie” (ibid.: 201).  Moreover, he 
perceives contact situation as a contact between speakers of different languages rather than 
systems because according to Milroy the changes that occur and then are detected in the system 
have been brought about by the speakers, who form uniplex ties when two populations first 
come into contact.  
In a similar vein, Weinreich (1968: 89) defined language contact placing emphasis on the 
speakers of the language, “two or more languages will be said to be IN CONTACT if they are 
used alternately by the same persons. The language-using individuals are thus the locus of 
contact.” 
The different types of language contact are the result of three main motivating factors: 
bilingualism, language shift and pidginisation. Usually, a bilingual speaker is able to dominate 
two languages and is able to switch from one language to the other whenever needed. One of 
the main motivating factors for bilingualism is due to different geographic areas and how 
countries are geographically divided. Weinreich (1968: 89) explained this: 
 
the division between mother-tongue groups is a geographic line. Unless it coincides 
with high mountains, seas, or other physical obstacles, there is likely to be contact 
between the mother-tongue groups across the line, and hence bilingualism. 
 
Nowadays multilingualism, where a speaker speaks more than two languages, is very 
common. However, when referring to bilingualism and multilingualism, it triggers language 
shift, or a permanent change in a person’s choice of language for everyday purposes. To start 
with, a language shift may be defined as “the change from the habitual use of one language to 
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that of another,” (Weinreich 1968: 68). Language shift is usually a consequence of 
immigration. Weinreich (1968: 107) provided an example on language shift:  
 
Under a foreign occupation, or in migrating to a new country, the adult members of 
a mother-tongue group may come to use a new language in its dealings with 
governmental authorities, while the children use it in school; at the same time, the 
old language may live on in the homes and at informal gatherings of the group. 
 
A language shift can be partial or total. If 1) the old language is still used in some situations, 
it is called a partial shift; but if 2) the new language completely replaces the older one, it is 
called a total shift. Finally, when two persons speaking two different languages need to 
communicate, they tend to create a language of their own. It is called a pidgin and this process 
is called pidginisation. Yule (1998) defined pidgin as, “… a variety of a language (e.g. English) 
which developed for some practical purpose, such as trading among group of people who had 
a lot of contact, but who did not know each other’s language” (Yule 1998: 233). Hence, trade 
between people, who would otherwise have no common language, is the most common reason 
for the creation of a pidgin. Another example of language contact is when persons from two 
speech communities intermarry and have children. The children then acquire the pidgin as their 
mother tongue, and it is from then onwards referred to as a creole. 
Linguistic change, which again is a result of language contact, usually involves 
modifications to the vocabulary of a language, its pronunciation, or both. Linguistic borrowing 
is the major contributor to such changes. Thus, borrowing lexical items is an important vehicle 
for languages to enlarge their lexicon and to expand the horizons of their reality (Delgado 
2005). Generally speaking, borrowing involves incorporating and frequently assimilating 
individual words from one language into another. 
3.3   The status of the English language in Morocco 
English has undeniably become the lingua franca of the world, and the predominant language 
of globalization. Likewise, English has managed to infiltrate into the Moroccan linguistic 
market. Before indulging to the status of English in Morocco, it would be relevant to shed some 
light on the linguistic situation in Morocco in general.  
To start with, the linguistic situation in Morocco is described as triglossic, diglossic, or 
multiglossic by various authors (Youssi 1995; Sadiqi 2006; Ennaji 2011, among others). 
Nowadays, the main languages in Morocco are Moroccan Arabic or (Darija), which is a more 
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simplified version of Arabic, and Standard Arabic. Standard Arabic is a combination of 
Classical and Modern Arabic. Tamazight, which is the oldest language of the country, has three 
distinct varieties (Tarifit, Tashelhit and Tasusit). According to Buckner, “In Morocco, 
bilingualism has been a fact of life for a millennium, as Arabic and Amazighe (Berber) dialects 
have intersected and influenced one another since the Arabs invaded North Africa in the tenth 
century AC” (2011: 215). Nevertheless, Standard Arabic is the official language of Morocco. 
It is used in formal situations and official fields such as religion, government, education, and 
the media. It is perceived as the “language of God” and as “the unifying language” at the levels 
of the Arab world (Sadiqi 2006: 2). In addition, other foreign 1  languages are also used; 
particularly French, Spanish, and English.  
French is seemingly the dominant second language since the early twentieth century as it 
is used both in formal and informal spheres; it is an essential element in politics, economy, the 
educational system, the governmental affairs, and the social life. In this regard, French is 
argued to be a crucial means of social promotion (Ennaji 1991: 17). According to Sadiqi, many 
reasons contribute to the maintenance of French as a second language: “(i) Morocco’s 
economic dependence on France, (ii) social factors (the requirement of French in the job 
market, (iii) historical factors, (iv) immigration, and (vi) tourism.” (Sadiqi 2006: 3). 
Furthermore, unlike French, Spanish, despite its long presence in Morocco for around 300 
years, has been less influential than French, and it is used only in the northeastern area due to 
geographical nearness.  
English, on the other hand, was introduced in Morocco during the World War II when 
thousands of American soldiers landed in Morocco and established some military bases in 
Casablanca, Kenitra and Tangier. This stage is considered the most important historical link 
between Moroccans and the English (Ennaji 2005). Tourism, American movies, music, 
technologies, and now globalization are other contributing factors to the spread of English. 
Hyde (1994: 295) maintained that “…language nowadays deals in image and can be marketed 
and sold like any other product or service: speaking English is the key to employment, speaking 
English joins you to the international community, speaking English makes for modernity, and 
so forth.” (ibid.1994: 296). Given the global rise of English and the language’s economic, cul-
tural, and political power; Morocco, like many other countries, has to embrace this language. 
In a similar vein, Sadiqi (1991: 106) stated that “Policy makers in Morocco have certainly 
 
1 For more information see Ennaji (1991, 2003, 2005), and Youssi (1995). 
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realized that international communication between Morocco and the rest of the world could not 
be achieved by French alone; they know that English is the key to communication in a very 
tangible sense.” Another important consideration is that English, unlike French, was exempted 
from any colonial connotations, which makes its presence in the linguistic landscape favorable 
by Moroccans (El Kirat et al. 2010), and it seems to be a serious rival of French in higher 
education (Ennaji 1991: 21). By the same token, Sadiqi (1991:111) stated that, “being a 
colonial language, French has inevitably been considered a symbol of political and cultural 
dependence, although this is not explicit. The rather negative attitude toward French indirectly 
increases the popularity of English, a language without any colonial connotations.” Hence, the 
advent of globalization, linguistic dominance is no longer placed by classical Arabic or French 
as it used to. Rather, English has supplanted Spanish in economy and education, and is 
competing with French in education (Zouhir 2008). Positioned as an international language 
that holds no colonial connotations, English enjoys a prestigious status in the Moroccan 
linguistic landscape nowadays. 
3.4   Borrowing/ loanwords/ anglicisms 
Despite scholars’ attempts at defining this term, the research literature shows there is not a 
consensus on one definition. The definitions can be divided into general (open) and strict (or 
specific). Haugen (1950: 212) suggested various terms to describe the process of linguistic 
borrowing such as “mixture,” “stealing,” “adoption” and “diffusion” before broadly defining 
linguistic borrowing as, “the attempted reproduction in one language of patterns previously 
found in another.” Gumperz (1982: 66) provided an open definition to the term with no 
reference to the degree of the integration of the borrowed terms. He argued that “borrowing 
consists of the introduction of single words or short, frozen, idiomatic phrases from one 
language into another.” Trask (2000: 44) differentiated between narrow and broad borrowings: 
in the narrow sense the term refers to transferred lexical items, while in the broad sense it can 
mean the transfer of any linguistic element. This dichotomy is also noticed by Furiassi et al. 
(2012: 11). According to them, the term borrowing can be normally used to refer to any 
linguistic element transferred from one language into another, or as a synonym for loanword. 
In spite of their lexical types or the degree of integration to which each borrowing belongs, 
borrowings could be divided into two categories according to Myers-Scotton (2006); namely 
cultural and core borrowings. Cultural borrowings consist of words which have no equivalent 
in the native language. These are usually lexical elements related to technology and science or 
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words that describe items of clothing or food which are unknown to the target culture. On the 
other hand, core borrowings are not novel words, but words that already have a lexical 
equivalent in the target language hence there is no need for their use (2006: 212).  
Nowadays, the main source of borrowing is the English language. Borrowing from English 
is referred to as an anglicism. The term anglicism first appeared in the seventeenth century and 
since then many definitions have been given (Fischer and Pulaczewska 2008). According to 
Görlach (2003: 1), an anglicism is “a word or idiom that is recognizably English in its form 
(spelling, pronunciation, morphology, or at least one of the three), but is accepted as an item in 
the vocabulary of the receptor language.” Although this definition is convenient for 
lexicographic purposes, it does not cover anglicisms with the original English form. Instead, it 
refers to words often adapted to the target language through processes like adaptation to the 
orthographic and morphosyntactic systems of the target languages (adapted loans), and other 
forms such as false anglicisms (Furiassi 2010), hybrids, and calques (Rodríguez González 
2002).  
A more comprehensive definition was proposed by Gottlieb who identified an anglicism 
as “any individual or systemic language feature adapted or adopted from English, or inspired 
or boosted by English models, used in intralingual communication in a language other than 
English” (Gottlieb 2005: 163). On the other hand, Furiassi et al. (2012: 5) referred to anglicism 
as “an umbrella term” to mean any kind of phonographic, morphological, syntactic or 
phraseological interference coming from the English language. They concluded that what 
counts as an anglicism may be tailored depending on the scope of one’s study. 
The distinction between borrowing and code-switching has been debated a great deal. 
Simply put, codeswitching refers to “the use of two or more varieties in the same conversation” 
(Myers-Scotton 2002: 44). Fishman (1999: 147) defined it as, “alternate use of two or more 
languages in the same utterance of conversation.” Poplack and Meechan (1998) gave a more 
exhaustive definition, “the juxtaposition of sentences or sentence fragments, each of which is 
internally consistent with the morphological and syntactic (and optionally, phonological) rules 
of its lexifier language” (Poplack and Meechan 1998: 200). Muysken (2000) claimed that it is 
important to differentiate between code-switching and code mixing, so he preferred labelling 
“inter-sentential switches as code-switching and intra-sentential switches as code-mixing” 
(Muysken 2000: 3). On the other hand, Wardhaugh (2010) maintained that code-switching and 
code-mixing are the same process, which can occur in conversation between speakers’ turns or 
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within a single speaker’s turn. In the latter case, it can occur between sentences (inter-
sententially) or within a single sentence (intra-sententially)” (Wardhaugh 2010: 98).  
Bhatia (1992) argued that the treatment of code-switching and code-mixing when applied 
to linguistic studies, such as advertising discourse, should refer to the same phenomenon of 
mixing. Scholars working on English-mixed advertisements mostly take into consideration 
Myers-Scotton’s (1993) Matrix Language model as a solid theoretical framework to rely on 
(Luna and Peracchio 2005; Chen 2006). The model perceives that depending on the social 
context, a particular code choice is considered normal by the majority of people living in that 
social environment. It is then referred to as the “unmarked” code, whereas in the same context 
other codes would be perceived as unexpected, i.e. “marked” codes. Preferring a marked code 
over an unmarked one, may create an “other-than-expected-effect” (Chen 2006: 468), which 
implies that the speaker wants to communicate certain social meanings or group memberships.  
Auer defined codeswitching as being “perceived and interpreted as a locally meaningful event 
by participants” (Auer 1999: 310). Auer’s approach, as well as Myers-Scotton’s, did not 
succeed in accounting for written discourse (cf. Mahootian 2012) in which many aspects are 
absent including immediate interaction, and speaker contact which, for instance, is not 
synchronous, not interactive, not sequential (cf. Sebba 2012), and (in the case of print ads) not 
spontaneous (Mullen 2013). To sum up, generally speaking, both processes are regarded as 
communicative devices that usually take place in bilingual speech communities as an inevitable 
natural phenomenon where languages or language varieties come into contact (Gardner-
Chloros 2009). 
3.5   Classification of anglicisms 
A consistent number of categorizations of anglicisms have been suggested (Alfaro 1970; Lope 
Blanch 1977; Pratt 1980; Lorenzo 1987, among others). Nevertheless, the most recent one is 
by Furiassi, Pulcini and Rodríguez-González (2012) who expounded anglicisms through 
drawing on different scholarly views of language contact. Figure 7 offers a comprehensive 
typology of lexical borrowings. They acknowledged two types of influence: direct (loanwords, 
false, hybrids) and indirect (calques and semantic loans) (2012: 6). On the one hand, direct 
borrowings from a source language (SL) to a target language (TL), are manifested through 
different models (loanwords, false loans, hybrid loans), in which evident elements of the SL, 
i.e. English are detectable. On the other hand, indirect borrowings, namely calques and 
semantic loans, are not easily detected because the SL element is reproduced in the TL through 
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either translation equivalent (calque) or by an already-existing lexical item which acquires a 
new meaning, in the case of a semantic loan. 
 
Figure 7. Types of lexical borrowing (Furiassi, Pulcini and Rodríguez-González 2012: 6) 
3.5.1   Non-adapted anglicisms 
To start with, anglicisms (loanwords) depending on the degree of the integration of their units 
in TL, are subdivided into non-adapted and adapted Anglicisms. A non-adapted anglicism is a 
word or multi-word unit “without or with minor formal and semantic integration, so that it 
remains recognizably English in the RL” (Furiassi et al. 2012: 6). Normally, phonological 
integration takes place on a larger scale because of the differences in the sound system of 
languages. Most of the examples of non-adapted Anglicisms in Moroccan Arabic are related 
to cultural borrowings because of the lexical gaps in the TL. Examples are Internet, online, 
connect, blog, computer and other borrowings related to beauty and fashion jargon such as 
makeup artist, make up tutorial, mascara, blush, gloss, fashionista, etc. 
3.5.2   Adapted anglicisms 
As for adapted anglicisms, the process includes borrowing a word or multi-word meaning with 
orthographic, phonological and/or morphological integration into the systemic structure of the 
TL. Usually, the semantic meaning of the SL is close to that in the TL. An example from 
Moroccan Arabic is the word mə-stuni/ from the English “stoned,” which has endured some 
Chapter 3. Anglicisms 
39 
 
morphological changes. As one can notice, the adjective is modelled on the same pattern 
{m.…i}, which is usually used to generate the passive participle from weak triconsonantal 
verbs ending in /a/ in MA like /mə-rkhi/ (exhausted) and /mə-nsi/ (forgotten) from the verbs 
/tarakha/ (exhaust) and /nsa/ (forget). 
Gottlieb and Furiassi (2015: 19) considered all borrowings or loans (from English or any 
other language) reproduced in the receiving speech community. Consequently, they may be 
labeled as “recycled” items rather than “borrowed” ones. They offered three scenarios for this 
process, “domestication via invisibility: foreign item → adapted or translated → 
unrecognizable; maintained foreignness: foreign item → adopted → foreign-looking; –home-
grown foreignness: foreign feature → local reshuffling or coinage → foreign-looking pseudo” 
(Gottlieb and Furiassi 2015: 19).  
3.5.3   Pseudo anglicisms 
False or pseudo anglicisms2 are SL-induced units. They look like English words, but they do 
not exist in the language. Nonetheless, there is an alteration from the original English form. 
Furiassi defined false anglicisms as:  
 
A word or idiom that is recognizably English in its form (spelling, pronunciation, 
morphology, or at least one of the three), but is accepted as an item in the vocabulary 
of the receptor language even though it does not exist or is used with a conspicuously 
different meaning in English. (Furiassi 2010: 34). 
 
According to Marchand, false borrowings can be considered as a type of “word-
manufacturing” 3  which is the result of foreign elements manipulation in a non-speaking 
anglophone country (1969: 452). Andersson and Trudgill (1990) suggested that speakers of TL 
find alternatives in a foreign language material to enlarge the lexical and semantic register of 
their own language, hence they reproduce vocabulary in a creative way. With regard to French, 
Picone (1996: 5) provided new look and tennis man as examples of pseudo anglicisms; he 
 
2 for discussions of the various labels and definitions, see Furiassi (2010: 19-20), Onysko (2007: 52), 
Campos (2011: 83). 
3 Marchand’s view is extremely important to our work. Most of the brand names are created through 
playing with words either through compounding, blending or derivation processes. By the same 
token, Furiassi and Gottlieb (2015:20) suggest that “although lexicalized pseudo-anglicisms may be 
rare, English-inspired proper nouns (including trademarks and brands) are very common indeed.” 
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pointed out that a pseudo anglicism is coined “when a French neologism made up of English 
linguistic element imitates an integral borrowing.” 
By the same token, Busse and Görlach (2002) maintained that pseudo anglicisms are 
indicators of lexical productivity rather than the integration with the target language and, hence 
they should not be counted as borrowings. Onysko (2007: 54) suggested that they can be 
considered as neologisms in the German language since “in terms of lexical unity, a pseudo-
anglicism is not the result of lexical transfer (i.e., borrowing) but it is the product of a language-
inherent creation that is based on a novel combination and use of English lexical material in 
the RL.” Pseudo anglicisms come under different names, among others: “pseudo loans” 
(Kovács 2008), “unEnglish coinages” (Busse and Görlach 2002). Gottlieb (2005: 166) stated 
that pseudo anglicisms are not “direct imports from an Anglophone source culture; they are 
sometimes coined in the domestic culture.” Gottlieb (2005: 167) supported his claim by giving 
the example of other pseudo-English trademarks which became “generic terms, losing both 
their alien heritage and their commercial nature”; a famous example is the Japanese neologism 
“Walkman,” a trademark of Sony Corporation which has been used as an international term for 
a small cassette player. 
Regarding the typology of false anglicisms, some attempts have been made at classifying 
this phenomenon, which are largely coincident in nature. In her major study on false 
anglicisms, Cypionka (1994) (cited in Furiassi and Gottlieb 2015: 37) proposed seven 
categories: 
1. “Loan compounds” are words made up in French from English words:  auto-coat, baby-
foot, camping-car, fly-tox, jet-society, one-woman show, silentbloc and speed-sail.  
2. “Loan derivatives” are not defined precisely, but it can be assumed that the second element 
is considered a suffix; examples include bluesman, clapman, couponnin, groupman, 
perchman, popman, recordwoman, rowingwoman, speedy and véloceman.  
3. “Loan shortenings” or “loan abbreviations” such as camping, dancing, happy end, parking. 
4. “Loan with Semantic Shift” including brushing, fifties, mailing, pressing, recorder, 
smoking, speaker. These are all claimed to have English-language models.  
5. “Loan with morphological change”; only two examples are given: slip, yé-yé, which again 
have clearly identified models with modifications.  
6. “Graphic/phonetic Anglicization”; only one example is given: rallye-paper.  
7. Borrowing of proper names: chadburn, oxford. This last category could be vastly expanded 
as most of the others. 
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The German Anglicist, Görlach (2003: 62), showed that non-English features can be found 
at the four following levels: 
1. Spelling: when native words or items borrowed from other languages are spelt as if they 
were English. 
2. Pronunciation: when words from other languages are pronounced as if they were English. 
3. Morphology: when derivations and compounds are made that may or may not conform with 
English patterns but are certainly not recorded in English. 
4. Meaning: when English words are applied to non-English contexts (sometimes the 
“deviance” is caused by the loanword’s fossilizing older English meanings). 
To date, the most detailed classification is that proposed by Furiassi (2010: 38.), who listed 
a total of nine types:  
1. Autonomous compounds: by joining two English free morphemes in order to form a 
compound that does not exist in English, e.g., recordman (record + man). 
2. Autonomous derivatives (footing), through coining a new word based on an English free 
morpheme and an English suffix, e.g., footing (foot + -ing). 
3. Through deleting the head of an English two-word compound, irrespective of the ellipsis 
rules of the English language, e.g., basket (from English basketball). 
4. Through clipping an English word, e.g., happy end (from English happy ending).  
5. Through reusing an English word with a new meaning that is not found in English, e.g., 
mister (meaning in Italian “coach” or “trainer”). 
6. Through employing English-looking proper names, e.g., carter (meaning in Italian “chain 
guard” or “crank case”). 
7. Names of places, e.g., New Jersey (meaning in Italian “median barrier” or “traffic divider”). 
8. Trademarks, e.g., ticket restaurant, from genericized Ticket Restaurant (meaning in Italian 
“meal ticket”), as common nouns. 
9. Semantic shifts (mister), eponyms (pullman), toponyms (sandwich). 
Furthermore, the integration of false anglicisms into a TL is motivated by a number of 
reasons: language economy, in which briefness is key to understanding the coinage of 
shortened forms (Gottlieb and Furiassi 2015), and the “taste for the exotic, the charm of a 
foreign language, and the glamorous quirk of being creative and playing with language are the 
core motivations for the birth of false anglicisms” (Furiassi 2010: 62). 
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3.5.4   Hybrid anglicisms 
Hybrid anglicisms whereby an English element is combined with a TL element. An example 
provided by Gómez Capuz (2004: 53) is futbolista from footballer, another example from our 
corpus that is a compound-hybrid, namely super hejla mixing English and Moroccan Arabic.  
3.5.5   Calques 
Calques include three categories: loan translation, loan rendition, and loan creation. First of 
all, loan translations are words or phrases which translate a SL unit into a TL one, i.e. from 
English to TL “shopping center,” translated into Arabic as: /mærkæz tæsæwʊk/. Secondly, a 
loan rendition is a lexical item or a phrase which translates an English element only partially 
and provides a slightly equivalent (morphologically or semantically different) item in the TL 
i.e., words that previously existed in Arabic and take on a new meaning under the influence of 
English. For instance, /mʊnɑ:kh/ “climate” previously referred only to the weather climate 
but has taken on the meaning of general atmosphere or ambience as in / mʊnɑ:kh l3æmæl/ 
“work climate.” Finally, loan creation is a new word or multi-word unit in the TL which freely 
reduce the English pattern word in the TL. It is defined as “a free loan translation that bears no 
formal and structural resemblance to the foreign model” (Gómez Capuz 1997: 93). Semantic 
loans, another type of indirect lexical borrowing, could be defined as borrowing the semantic 
meaning rather than its form; however, sometimes the word could be similar to the English 
one. English borrowing is assimilated into the system of the TL at different levels and degrees. 
Loans which are unassimilated or only partially assimilated are usually identified as possessing 
features which are not present in the TL. These features which differentiate a loan from a source 
word may occur in the areas of orthography, phonology, and morphology.  
In such cases, loanwords or anglicisms undergo changes which are known as adaptation 
or integration (Haspelmath 2009: 42). At the orthographical level, Filipovic (1996) stated that 
an anglicism (1) may be formed on the basis of the pronunciation of the corresponding English 
source word, (2) may follow the orthography of the source without any change, (3) may partly 
follow the pronunciation and the spelling of the source word in either order, (4) or may be 
formed under the influence of an intermediary language (e.g. French) through which the 
English source word has passed while being transferred to the TL. To summarize Filipovic’s 
categorization, an anglicism conforms to the TL and is spelt according to its pronunciation 
rules, keeps its original English spelling or is a mixture of both.  
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However, Onysko (2007) argued that English words resist orthographical integration. At 
the phonological level, the degree of integration is determined by the degree of similarity and 
dissimilarity between the phonological systems of the SL and the TL. Consequently, the 
pronunciation of the anglicism is only partially the same as the English source word. Regarding 
changes at the morphological level, Filipovic (1996) stated that the process can either be zero 
“transmorphemisation” i.e. the anglicism remains exactly the same as its English source or 
“partial,” or “compromise transmorphemisation,” when the anglicism retains the English suffix 
of the source word. 
3.6   Motivation behind using anglicisms 
Reasons as to why anglicisms are used vary. According to Pratt (qtd. in Gottlieb 2005: 169), 
anglicisms are greatly encouraged by extrinsic causes, when new phenomena are introduced, 
for instance a) adopting the foreign sign meaning the English word, b) using pre-existing native 
signs, and c) inventing a new sign of its own.  On the other hand, intrinsic reasons where new 
tools are invented, for example, through affixation. Nevertheless, there are also extralinguistic 
causes for borrowing which Pratt named as prestige: 
1. Linguistic snobbery out of desire by the user to appear modern, up-to-date, well-off, 
well-traveled, well-read, sophisticated… etc. 
2. Argotic function such as political and business jargon. 
3. Material benefit; meaning for example advertisements and technical texts with expensive 
sounding English buzzwords. 
By the same token, Matras (2009: 146) affirmed that the major motivation for using 
anglicisms are lexical gaps in the target language and the prestige of the source language. When 
anglicisms are used only to fill a lexical gap, they are typically referred to as cultural or 
necessary loans, and these include mainly words that refer to new, sometimes culture-related, 
elements or activities (for instance new technological innovations, food items, sports, or the 
like), whereas anglicisms motivated by prestige usually involve “imitated elements of the 
speech of a socially more powerful, dominant community in order to gain approval and social 
status” (Matras 2009: 150). These elements are traditionally called luxury loans. Rodríguez 
González (2012: 295) added that “the prestige of English in today’s world has contributed to 
the fact that most anglicisms are used in their original form.”  
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Modernity is a widely recognized factor for using the English language (Haarmann 1989; 
Bhatia 1992; Schiemichen 2005; Chen 2006; Ustinova 2008, among others). It is perceived as 
a result of English being the lingua franca of today’s world and closely related to 
cosmopolitanism, innovation and future orientation.  
Together with modernity, hedonism is also acknowledged as a unique function of 
anglicisms which appear frequently in advertisements that convey freedom and individuality, 
or humor and irony (Schiemichen 2005: 395 as cited in Rech 2015). Leiss et al. (1990: 271) 
already noted an increasing emphasis on leisure values in 1990. In a similar vein, Hsu from 
Taiwan proposed that intra-sentential English mixing corresponds to a “young people’s culture 
trend of ‘mix and match,” having fun and taking things easy (Hsu 2008: 159). Hedonic values 
prompted by English use appears to be agreed upon as it applies to Russia, too, where Ustinova 
demonstrated that advertisers activate certain themes such as love, sexuality, romance and 
popularity through using anglicisms (Ustinova 2008: 96).  
Other researchers like Guerrero (1997) agreed that language economy is yet another 
important factor for using anglicisms. Galinsky (1967) suggested that anglicisms are used for 
the practical reason of affecting brevity. Valozic (2015: 63) added another influential factor, 
which is the American dominance in today’s market. He stated that “they launch global 
campaigns in English in all their markets,” due to advertisements made by multinational 
companies where English is introduced to the target language through impersonal contact and 
acts as symbols of the Anglo-American lifestyle. Onysko (2004: 62) also mentioned the same 
reasons but labeled them differently. He highlighted “stylistic motivation,” i.e., variation of 
expressions; “semantic motivation,” i.e., the labelling of goods which originate in an English-
speaking country; “social motivation” using English to establish a group identity”; and finally 
emotive motivation, i.e., linking English to modernity and technology. 
 
Generally speaking, the function and motivation behind using anglicisms vary 
depending on various factors, namely product types or services, target groups, 
communicational intent, and advertising strategy and hence there is no consensus on 
the effects of English. Nevertheless, researchers from different areas have found 
some similarities in the functional range of certain linguistic features in 
advertisements. Furthermore, scholars agree that English in advertising is interpreted 
as a symbol of modernization, efficiency, and/or reliability (Martin 1998: 163).  
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Bhatia and Ritchie (2006) examined various advertisements from different geographical 
areas and classified them into seven types; they called them “threshold triggers” indicating that 
only the English language is able to evoke those particular associations. The following table 
summarizes the association between threshold/core feature and their corresponding feature 
extension: 
Socio-psychological functions 
of English in advertising around the world 
 
Threshold Trigger  Feature extensión 
Future and innovation vision, foresightedness, advancement, betterment 
American or English culture 
limited Westernization, Christianity, values such as 
independence, freedom, modernization. 
Internationalism and standardization certification, standards of measure, authenticity 
Rationality and objectivity scientific appeal, problem solving 
Competence 
efficiency, organization, quality, safety, protection, 
functionality, 
pragmatism 
Sophistication elegance, style, rarity 
Physical fitness self-improvement 
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3.7   Anglicisms in advertising: Previous literature   
 
One can observe that anglicisms are especially commonly used in advertising. The 
main objective of advertising is to catch the attention of prospective customers to 
sell products. anglicisms do this easily as they tend to be short and compact (Kovásk 
2008: 80). 
 
Using English as a foreign language in the global media, and in particular in commercial 
advertising, has attracted considerable linguistic attention. One of the first scholars to tackle 
this issue was Haarman (1989) in his pioneering work devoted to language contact 
phenomenon in Japan. He maintained that certain languages activate specific stereotypes, 
which are based on human beings’ need for social identification. He demonstrated that certain 
ways of stimulating deliberate stereotypes in advertising is through the use of different 
linguistic codes. Hence, in Japanese advertising, the effect of using different linguistic codes 
serves to highlight a wider trend of internationalization underlying commercial texts.  
According to Haarman, different languages conjure different feelings or associations. For 
instance, French invokes elegance, sophistication, refinement and fashion; Italian activates 
associations with tasty cuisine and sporty elegance, and German symbolizes good quality and 
prestige (1989: 29). In the same vein, Bhatia (1992) suggested that the role of English in 
discourse domains such as product naming is a useful source for adding “positive effective 
features” such as modernity, westernization, innovation, internalization, standardization, 
safety, protection, domesticity, independence, informality, efficiency, competence, 
organization, sophistication, quality, utility, physical and mental fitness, tradition, innovation 
and futuristic trends, among others. Therefore, he argued that English is used, among other 
things, to produce a favorable psychological effect upon targeted audiences. Similarly, Piller 
(2001) suggested that English is used for future and success orientation but also to represent 
fun and sophistication. Martin (2002a, 2002b) argued that English in French advertising is 
generally considered as a symbol of modernization, efficiency, and/or reliability. In addition, 
it carries influential cultural images.  
As the main objective of advertising is to convince consumers to see the product with a 
good eye, many consumers meet advertising with skepticism and accept new advertising 
techniques with increasing rejection. Consequently, continuous need for innovation and change 
are needed in order to meet the strive for linguistic originality (Cook 2001; Goddard 2002, 
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among others). Furthermore, in trying to cope with these requirements to succeed in bridging 
the gap between the consumer and the advertisements, new and unexpected forms with the 
given textual and visual resources are created and so it follows, “the effectiveness of advertising 
forms is dynamic, and changes over time. This process can be understood to be similar to an 
arms race” (Phillips and McQuarrie 2012: 237). 
The employment of English in commercial names and trademarks of Spanish companies 
has proved to be an effective strategy, which is used to symbolize status, efficiency and 
modernity (González et al. 2009: 45). Hence, Rodríguez Díaz (2011: 174) argued that “the use 
of foreign graphs and signs associate the product with the prestige of foreign countries in 
Spain.” English is used to highlight the American qualities of the product which are usually 
linked to positive connotations due to the economic supremacy of the USA (Rodríguez Díaz 
2011: 171). Balteiro and Campos (2012) examined the exploitation of false anglicisms in the 
fields of fashion and beauty, proving that in these sectors English is used excessively (Balteiro 
and Campos 2012: 239). They concluded that: 
 
The prestige and attraction of English leads speakers to follow what they consider 
an acceptable trend not only in terms of what they have received from English, but 
also through parallel coinages; the only justification for which probably is their 
“Englishness” – that is, the iconic power of English as a trendsetter (Balteiro and 
Campos 2012: 249). 
 
Rodríguez-Medina (2016) is another researcher who investigated anglicisms in advertising 
discourse. She investigated the use of anglicisms in TV commercials of cosmetics, hygiene and 
personal care products. This author analyzed 531 TV commercials across four Spanish TV 
channels (Tele5, Antena3, LaSexta and Disney Channel) and she found that: 
 
The results confirm a considerable presence of pure anglicisms, English-Spanish 
code switching, pseudo-anglicisms and Anglo-American imagery and music in the 
advertising of products related to cosmetics, hygiene and personal care on Spanish 
television (Rodríguez-Medina 2016: 157). 
 
Luján García (2017) examined the remarkable presence of anglicisms in the Spanish 
Internet forum enfemenino. She analyzed three specific domains: beauty, fashion and leisure. 
The results revealed that pure anglicisms are commonly used in the forum, while adapted 
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anglicisms, along with pseudo-anglicisms, are rarely used. She gave various reasons for why 
these anglicisms are used and stated that “the values of modernity and prestige associated with 
English, the lack of Spanish equivalents in some cases, the emergence of new concepts and 
innovations and, last but not least, the increasing influence that the Anglo-American culture is 
exerting on Spain” (Luján García 2017: 277). 
Alm (2003) investigated English use in Ecuadorian commercial context, Friedrich (2002) 
and Thonus (1991) researched English use in Brazilian advertising, Jung (2001) examined 
English use in Korean advertising, Larson (1990) looked at English use in Swedish advertising, 
and Piller (2001) studied English use in German advertising. Ahn and Ferle (2008) studied the 
degree of costumers’ recalling and recognition of brand names made in South Korea and body 
copy messages in advertisements in terms of using Hangul and/or the English language. 
Krishna and Ahluwalia (2008) guided a study with a bilingual audience in India; the main point 
being whether the country of origin (local or foreign) of a company and the type of product 
(luxury or basic necessity) affected the preferences for advertisements in English or Hindi, or 
not. These researchers agreed that when anglicisms are used in a non-English speaking country 
they are used as markers of modernity, internationalization, superiority, and/or prestige among 
other things. Regarding the use of anglicisms in Moroccan branding, to our best knowledge, 
there have been no previous studies on this topic so far. However, different scholars attempted 
to deal with code-switching, between colloquial Moroccan Arabic and French; and borrowing 
from French and Spanish using a sociolinguistic approach (Bentahila 1983a, 1983b; Bentahila 
and Davies 1983, 1995; Sadiqi 2006; Ennaji 1991, 2005, among others).  
Gerritsen (1995 as cited in Gerritsen et al. 2000: 18) considered the frequency of English 
written advertisements in newspapers, news magazines, family magazines and glossy 
magazines. In terms of intelligibility, Gerritsen et al. (2000) discovered that only 36% of the 
Dutch audience understood English words spoken in TV ads, and that comprehension 
negatively affected their attitudes towards the ads. Their results suggest, nonetheless, that when 
English words were also written, the comprehensibility increased to 50%. Hornikx et al. (2013) 
studied the relationship between English as a challenging language when used in advertising 
and the attitudes towards it among Dutch people and found that the more intelligible the slogan 
is the better appreciated. These findings support the idea that the level of proficiency in a 
foreign language influences the persuasiveness of an ad which displays that foreign language. 
However, from a different angle, Bhatia (1992: 210) believed that such fears are not correct; 
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moreover, he said that “Advertisements’ writers use a wide variety of accommodations 
strategies to minimize the adverse effects of mixing on intelligibility.” 
In short, English language is paving its way into the Moroccan society. Advertising in 
general, and brand naming in particular are certainly among the driving forces behind this 
gradual transformation, which is achieved through the adoption of foreign elements or the 
production of new words and meanings that will reappear in other contexts. Whereas many 
brand names that were first introduced through advertising later resurfaced in colloquial 
discourse, many examples such as Kleenex, Always, Colgate, and so forth are used nowadays 
in the Moroccan Arabic dialect. Anglicisms are powerful linguistic tools that are used for 
several reasons: to name a product in order to catch the attention of the consumer, to achieve 
creative purposes, to fill a linguistic gap, to add prestige, or to add an extra positive value to 
the product. If anglicisms are used in a non-English speaking country to create brand names, 
by extension, they are meant to convey certain type of values to the consumers, many scholars 
agreed that among these values’ internationality, prestige, hedonism, and modernity are the 
most prevailing one. Next chapter will be devoted to the study of axiological values, how they 









CHAPTER 4  
Axiology 
4.1   Introduction 
This chapter presents an overview of the philosophical discipline of axiology and outlines some 
of the main areas of debate within this discipline. Whilst it is impossible to describe all of the 
different theories and approaches that exist or have existed on axiology, this chapter 
summarizes those which have been particularly influential or long-standing, and which have a 
particular relevance to discussions about axiological value in branding. A brief introduction to 
the historical development of axiology is followed by a more detailed exploration of several 
key themes within axiology. 
4.2   Historical overview 
The origin of the notion of value dates back to the early human civilization. Dasgupta (1997:  
146) maintains that whenever we talk about values, the reference is on human values. For 
instance, the primitive man had to distinguish between good and bad when choosing between 
two actions. This bipolarity began to broaden and to gradually increase when there was a 
division in social classes (ibid.: 147). As put by Hart (1971: 29) “The notions of good and bad, 
right and wrong, beautiful and ugly are as old as the real and apparent.” Hence, the issues 
axiology addresses seem to have been with us from the beginning of time when humans started 
to think about “conditions of their life, the structure of reality, the order of nature and man’s 
place in it.” On the other hand, axiology as a discipline is of recent origin.  Ibáñez (1976: 13) 
argued that the term “value” was originally derived from economic life, as it was primarily 
used to refer to economic value. Today, however, the term has become more generalized, being 
used in almost all areas of human activity including society, politics, economics, law, morality, 
art, learning, religion, etc. 
The word “axiology” originates from two Greek roots, axios and logos: axios bearing the 
meaning of “worth” or “value” and logos the meaning of “logic” or “theory.” Combined, they 
refer to “a theory of value.” In philosophy, axiology refers to the philosophy of value. In other 
words, it is the field of philosophy that deals with value in general. It should be noted that the 
term “axiology” was formally articulated at the end of the nineteenth century and concepts were 
studied as being specific in nature and members of a new genus called “value,” However, many 
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concepts such as justice, goodness and beauty have already been studied since the origins of 
philosophy, by Greek philosophers like Plato and Aristotle. Like most philosophical 
disciplines, axiology consists of many differing approaches and theories. The historical 
development of axiology can be viewed as being based on three different philosophical thought 
schools that were prominent in the late nineteenth and early twentieth centuries: (i) 
phenomenologists, such as Franz Brentano, Nicolai Hartmann; and Max Scheler, (ii) realists 
and objectivists, such as G. E. Moore, Hastings Rashdall or W. D. Ross; and (iii) pragmatist 
and subjectivist theorists such as John Dewey and Ralph Barton Perry. 
To start with, the phenomenological school of philosophical thought took an approach 
towards axiology based on a “phenomenological” methodology that involved an account of 
personal experience freed, as far as possible, from presuppositions and theoretical 
interpretations. Husserl4 (1859-1938), as an advocate of this philosophical thought, examined 
various types of experiences such as those of perception, memory, imagination, emotion, 
desire, and even embodied action and social activity, including linguistic activity. Husserl 
claims that at the core of the structure of these experiences, we have what he refers to as 
“intentionality,” that is to say, “the directedness of experience toward things in the world, the 
property of consciousness that it is a consciousness of or about something.” Husserl’s ideas 
were inspired by Brentano (1838-1917), whose remarkable work The Origin of Our Knowledge 
of Right and Wrong in 1889 (translated into English in 1902), suggested that the origin of all 
ethical knowledge lies in our personal experience of love and hate. Brentano named two 
classes: physical phenomena and mental phenomena. The latter category includes thinking or 
having ideas, judging, and willing or feeling. He highlighted that such mental acts include three 
preliminary elements: (i) the presentation of an object, (ii) a dimension of positive or negative 
belief in the object, and (iii) a “phenomenon of interest” – a positive or negative preference of 
love or hate. Brentano points out that any reasoning is a consequence of inner perception and, 
thus, it is obvious to the thinker that he is thinking, judging or feeling. From this personal 
perception, we get the concept of correctness, and, in the view of Brentano, therefore, value 
judgements can be “correct” or “incorrect.”  
Brentano also introduced the idea that values are commensurable – that they could be 
compared. Later proponents of this school, including Hartmann (1883-1950), focused on the 
classification of valuable objects into classes such as “higher” and “lower” using criteria such 
 
4 Following Husserl’s death in 1938, his manuscripts and research library were smuggled to Belgium 
and deposited at the University of Leuven. www.husserlpage.com [accessed 30 March 2016].   
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as permanence, fundamentality and universality. In a similar vein, Scheler in his masterpiece 
Formalismus in der Ethik und die Materiale Wertethik, (1913-1916) emphasized the fact that 
the act of valuing is not an intellectual act, but an act of the “heart,” i.e., an emotional act (in 
Zachary and Steinbock 2019). Furthermore, according to Scheler, a rational ranking of values 
should be from “lower” to “higher”; from the more superficial to the deeper. The ranking of 
value types from lowest to highest is as follows: pleasure, utility, vitality, culture, and holiness. 
The interrelation between these types of value could only be grasped intuitively in the 
experience of value (ibid. 2019).  
Following Scheler, Tischner (1982) suggested the following hierarchy for values (see 
Figure 8). The lowest rank in the hierarchy includes those values referred to as pleasure. They 
are the result of our sensory experience, as nicely put by Krzeszowski (1990: 142) “with various 
pleasant sensations obtained through our contact with physical reality by means of various 
senses. Things that are capable of creating such pleasant sensations are considered to be good.” 
In the second lowest rank, we find the level of values that are related to our life and health. 
These ranks of value are named vital values and cover the general meaning of both physical 
and mental wellbeing. The third level of the hierarchy involves spiritual values: truth, beauty 
and goodness. At this level, the concern is not personal needs but rather the welfare of the entire 
human being. Hence, this level encompasses different specific values, such as justice, 
nobleness, courage, kindness, heroism, etc. The top level of the axiological hierarchy embraces 
the highest values labeled as “holy.” According to Tischener, “the higher the values the more 
lasting they are (instantaneous-temporary-eternal), the more profound joy they give (pleasure-
satisfaction- happiness), and the more likely they are to provide the remaining values with a 








Figure 8. Tichner’s hierarchy of values (Krzeszowski 1990: 143) 
With reference to the second school of realists and objectivists, Moore is at the top of the 
list for his great admiral and influence for Brentano’s works. In the same vein, Rashdall, the 
Oxford philosopher, shared with Moore the same perspective. Both philosophers were 
described as consequentialists. As the name suggests, they believed that rightness was a result 
of the reproduction of good acts. In his revolutionary work Principia Ethica (1903), Moore 
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maintained that “good” was indefinable and introduced the concept of the “naturalistic fallacy,” 
supporting his argument with the idea that good was not a natural object but was a non-natural 
quality that could be intuited. He, thus, suggested that non-natural qualities were different from 
the objects of our ordinary sensory experience. Through his vigorous statements, it is apparent 
that Moore was arguing against the prevalent doctrine of ethical naturalism, whose proponents 
argued that good was a complex natural object (Baldwin 2004). 
Pragmatist school represented by Dewey (1859-1952) suggested another view of the world 
as an articulated whole that has no existence apart from human activities. He claimed that there 
was a vast area of possible values which were as broad as the subjective interests and desires 
that gave rise to them. For him, value concepts as truth, goodness, and beauty were regarded 
as means, or tools, for processing things effectively. From this perspective, what is believed to 
be valuable differs from one person to the other. Perry (1876-1957) similarly defended a 
subjectivist account of value in his 1926 publication General Theory of Value. Perry argued 
that value was defined in terms of “interest”, used in a sense synonymous with desire, will or 
purpose. He (ibid.: 115) stated, “…that which is an object of interest is invested with value. 
Any object, whatever it be, acquires value when any interest, whatever it be, is taken in it.” 
Perry presented a psychological account of why human beings valued something and 
determined a hierarchy of values based on the criteria of intensity, preference and 
inclusiveness. 
What can be deduced from the different axiological schools stated previously is the 
apparent dichotomy between objectivism and subjectivism. On the one hand, there are 
subjectivists, who hold that values are subjective states of human beings; and on the other, 
there are objectivists, who believe that values exist independently of humans. As with most 
philosophical ideas, the picture is not as simple as it may appear, and in fact there is a wide 
variety of interpretations within these two traditions. For example, some subjectivists claim 
that value is conferred upon an object by means of our pleasure or interest in the object. 
However, other subjectivists claim that instead of asserting anything about the object to which 
we are attributing the particular quality of value, we are merely expressing our own emotions. 
Similarly, within objectivism, a moderate approach might argue that although value is an 
anthropocentric concept, the things that constitute a good life are valuable not because they are 
the components of a human life but because they are good. A more extreme objectivist, 
however, might argue that values such as good and beauty exist independently of all human 
interests. Like many philosophical ideas, the terms “subjective” and “objective” have different 
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meanings depending on their particular use and context; and accounts of value often blend into 
each other. 
4.3   The axiological aspect in the linguistic tradition 
As we have seen, scholars from different philosophical schools have been seriously concerned 
with the questions of value and axiology. Nonetheless, linguistic semantics has overlooked 
many aspects and regarded only the aspects of logic, which deal with truth values. The 
Saussurean and Chomskyan traditions in linguistics disregarded other aspects, which may be 
of similar weight in semantics of natural languages, such as various axiological distinctions 
between “good” and “bad” or “ugly” and “beautiful.” Furthermore, this aspect had been 
generally overlooked by the structuralist-generative tradition. Consequently, a systematic and 
consistent introduction of the axiological parameter in natural languages has been missing for 
decades (Krzeszowski 1990, 1997; Felices Lago 1997, 2003).  
The beginning of the nineteenth century was marked by considerable contributions to 
axiological issues, usually related with connotation and referred to as “emotive” aspects of 
meaning. Most scholarly research in that period perceived values as simple “overtones”5 and 
as minor references dependent on non-axiological categories or pursued absolutely different 
theoretical goals (Felices Lago 2014). For instance, Ginneken examined various bibliography 
dealing with emotional overtones, including aspects of connotations in different areas of 
figurative speech such as colors, sounds, odors, tastes, epidemic impressions, and many others 
in various languages (Krzeszowski 1990). 
In cognitive psychology, Osgood, Suci, and Tannenbaum’s (1957) work on the notion of 
“semantic differential” revealed that values could act as a dominant function in the structure of 
concepts (see also Osgood 1980). This essential finding of cognitive psychology was actually 
overlooked by previous generations of linguists (Krzeszowski 1990). Linguists from the 
Saussurean school, for example, made some accounts about the central, even denotative, role 
played by the axiological aspects in various lexical units of natural languages. However, no 
specific theory was formulated during that period (Felices Lago 2014).   
To our knowledge, the semanticist Stati (1979) collected the most exhaustive and intuitive 
classification of axiological lexical units in the 70s in modern linguistics (using adjectives from 
 
5 More discussions on emotional overtones can be found in classical books on semantics, for instance 
Garnoy (1927), Kronasser (1952) and Ullmann (1972). 
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French and other Romance languages). However, Felices Lago (2014: 32) argued that Stati 
missed some essential points: 
 
He lacked an intensive inductive study of the vocabulary, according to its 
hierarchical paradigmatic and syntagmatic arrangement. He also missed the 
opportunity of applying an analytic model that might have adequately combined 
semantic, syntactic and pragmatic information attached to each affected lexical unit 
in his sémantique des adjectifs. Unfortunately, the final result of his classification 
looks more like an ordinary thesaurus than a necessary scientific approach to the 
analysis of lexical units or dimensions. 
 
A group of linguists and researchers coordinated by Martin Mingorance also noticed the 
presence of the axiological parameter. The developments of the Functional Grammar Lexicon 
into a model which integrates semantic, syntactic and pragmatic aspects of lexemes within a 
framework combining both paradigmatic and syntagmatic patterning, and his Functional 
Lexematic Model had great impact on the scientific community. However, because of his 
premature death, he was not able to extend this pioneering work.  
In their volume Constructing a lexicon of English verbs, Faber and Mairal (1999) 
described in detail the Functional Lexematic Model and its origin. They highlighted the 
principled connection between meaning and patterns of conceptualization in the human mind 
using a lexical approach and, at the same time, they described the connection between lexical 
structure and cognition. One of the most important points they introduced was the cognitive 
axis and a typology of predicate schemas at different levels of the lexicon.  Faber and Mairal 
(1999: 243) maintained that there were four recurrent macro-organizational patterns which are 
noticed among various domains: space, time, sociocultural context and axiological axis. 
Krzeszowski’s view was that the majority of lexical items are measurable on an axiological 
scale, and words had a tendency to be axiologically loaded with positive or negative 
connotations depending on the degree of human factor associated with them. Although it has 
been claimed by previous researchers that the majority of axiologically loaded words are 
adjectives and adverbs, which are more prototypically evaluative than nouns and verbs, Faber 
and Mairal noted that the bipolarity good and bad mostly appears in the lexical semantic 
structure of English verbs, and there is no reason to consider verbs as less of an axiological 
class.  
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Martin (1982) broadened the analysis of intellectual evaluation proposed by Trujillo 
(1970), who referred to “a social-ethical evaluation, divided into positive and negative ....” In 
a synchronic and contrastive English-Spanish study, Morillas (1987) classified several 
syntactic subtypes coinciding with some basic axiological divisions (aesthetic, axiological, 
ethical, noetic, competence/performance). Felices Lago (1986, 1987) analyzed the lexical field 
of substantives and adjectives expressing behavioral malice in English. Following Felices 
Lago’s (1991) methodological line in relation to axiomatics, Sánchez García (1994) analyzed 
emotions which he considered permeated with evaluative dimension. His interest was 
broadening the discussion of the domain of love in order to obtain a lexical corpus applicable 
to the translational study of emotions in The Alexandria Quartet by L. Durrell.  
The Swiss linguist, Bally, is one of the prominent figures who paved the way for axiology 
to access the linguistic debate. He recognized the fundamental role played by the human ability 
to valuate (positively or negatively) for both the “conservation” of mankind and for language 
formation.  He pinpointed the pivotal relationship between value judgments and the expression 
of linguistic emotion or affection when he stated that “(…) value judgments differ from the 
logical ones because, to some extent, they are always emotional: they are never entirely 
intellectual products” (Bally 1913: 42-43). Hence, he identified the axiological parameter as a 
kind of subtle phenomenon that connotes the majority of linguistic expressions. Nonetheless, 
it can also indicate the denotative meaning through a series of linguistic elements that fulfil a 
special function.  
4.4 Toward a cognitive-axiological approach  
Cognitive-axiological linguistic research was initiated and developed by Krzeszowski (1990, 
1993, 1997, 2004) in Poland and later extended to Belgium (Pauwels and Simon-Vanderbergen 
1993, 1995, Simon-Vanderbergen 1995). It is often claimed (see Kalisz, Kubinski and Buller 
1996: 54) that Krzeszowski “[…] created a new field of cognitive axiology where the 
dichotomy or a scale with poles good – bad is equally and may be more important than 
dichotomy/scale true – false.” He argued that: 
 
The axiological aspect plays an outstanding role in the meaning of words and, 
consequently, of sentences. It also proves to be crucial as a factor in establishing the 
coherence of discourses. The “good/bad” polarity is more fundamental than the 
“true/false” polarity, which has been dominating linguistic semantics for the past 
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few decades. The “good/bad” polarity is also more fundamental than other possible 
polarities. Therefore, there is a need for reestablishing the axiological aspect as the 
focal area of linguistic semantics. (Krzeszowski 1990: 161) 
 
Curiously enough, he adopted Lakoff’s (1980) view maintaining that lexical items are 
natural categories, and the process of categorization is automatic in nature and unconscious, 
which enables the classification of objects, events, processes with particular characteristics and 
similarities into corresponding groups. However, a large proportion of the things we categorize 
are abstract entities such as actions, emotions, spatial and social relations, etc.6 Furthermore, 
the meanings of words are dependent on their relationship with Idealized Cognitive Models 
(ICM), and not on the “objective reality of the world at large.” (Krzeszowski 1990: 137). 
Hence, he concluded that ICMs also contain hierarchies of values, which people use to evaluate 
situations framed in terms of ICM (ibid.: 138). 
The concepts “good” and “bad” are more general axiological poles than, for instance, 
“truth” and “beauty,” which the Polish linguist labeled as more specific. He supported his 
decision by providing several linguistic and psychological facts; among which was the study 
conducted by Osgood, Suci and Tannenbaum (1957) on the semantic differential, which 
revealed that the biggest single part (33.18%) was related to the good-bad evaluation scale. 
Nonetheless, he concluded that the good-bad scale was the most prototypical evaluation, while 
the rest were less prototypical. For instance, “force” and “activity” were only ranked 6,22% 
and 6,24%. The second reason is that the first and most apparent axiological distinction is 
between “good” and “bad” rather than “true” and “false.” He also stated that “one of the first 
categorizations that a small baby makes involves the division of all things into good things and 
bad things in the most primitive sensory sense of these words” (Krzeszowski 1990: 138).   
He also justified the experiential grounding of all concepts following the cognitivist views, 
and hence, claimed that good and bad are also grounded in our experience. Lakoff and Johnson 
(1980), inspired by the notion “ME ‐ FIRST ORIENTATION” provided by Cooper and Ross 
(1975), listed the GOOD-BAD OPPOSITION including other oppositions like UP-DOWN, 
FRONT-BACK, ACTIVE-PASSIVE, and HERE-THERE; in which UP, FRONT, ACTIVE 
and HERE are oriented towards the canonical person. Hence, “since we are where we are and 
 
6   For more information about Idealized Cognitive Models and prototypes see chapter five on 
Conceptual metaphor and metonymy.  
Chapter 4. Axiology  
60 
 
exist in the present, we conceive ourselves as being here rather than there, and now rather than 
then.” (Lakoff and Johnson 1980: 132).  
Central to this theory seems to be Krzeszowski’s (1990:150) “axiological principle”: the 
involvement of human factor, which seems to play a determining role in the degree of 
metaphorization of words and, consequently, show a higher axiological load. Finally, 
Krzeszowski (1990, 1993, 1997) claimed that all pre‐conceptual image schemas proposed by 
Lakoff and Johnson (1980) should take into consideration the PLUS-MINUS parameter. 
Hence, he puts forward the idea that this parameter was responsible for “the dynamism of the 
metaphorization process inherent in the formation of concepts based on the relevant image 
schemata” (Krzeszowski 1993: 310). He argued for the presence of evaluation in image 
schemata and gave many examples to back up his theory such as the PART- WHOLE image 
schema, where the WHOLE is perceived as positive and thus, on a more abstract level, as good.  
In the same vein, Krzeszowski (1990: 147) justified the metaphorical nature of goodness 
and evil concepts, and how they are understood and experienced in terms of other concepts 
grounded in our sensory experience. The Polish scholar explains that the concept of goodness 
when connected to the lowest hierarchy, it takes various sensory concepts as its vehicle. At the 
lowest level, the concept of goodness is related to sensory experience, in which we identify 
what is good with what is pleasant, for instance sweet, soft, warm, etc. thus, resulting in a 
metaphor GOOD IS PLEASANT. If we go to the level of vital values another metaphor 
manifests itself: GOOD IS HEALTHY and BAD IS ILL. Finally, goodness appears as a vehicle 
in metaphors related to the divine attempting to convey an idea about what God is like: GOD 
IS GOODNESS, GOD IS LOVE, GOD IS TRUTH, etc. 
From a different angle, Pauwels and Simon-Vandenbergen (1995) investigated how 
metaphors expressed value judgements in the domain of linguistic action. They maintained that 
value judgements played a significant “motivating factor” in the creation of metaphors (ibid.: 
36). These authors placed great emphasis on context. Hence, metaphors that express value 
judgement could be grouped into two main classes: context-dependent and context-
independent.  
Value judgements that are independent from the context are prototypically either positive 
or negative, i.e., the context in which the metaphor is used does not matter. For instance, fumble 
expresses a negative value judgement in all contexts. The verb refers to awkward movements 
with the hands, and this evaluation is passed into the linguistic action domain to refer to 
clumsiness in speech. 
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Pauwels and Simon-Vandenbergen distinguished several types of context-dependent value 
judgements. A first type of this metaphor represents ambiguity, meaning that it has two 
different meanings, a positive one and a negative one. The appropriate interpretation could only 
be reached out through knowing the context in which the metaphor is used. They provided the 
example of the noun jaw. In this case, this metaphor has two meanings: i) a positive one “chat,” 
as in I had a good jaw with Sally yesterday afternoon. and ii) a negative one “impudent talk,” 
as in don’t have to take any of his jaw. A second type of this metaphor is “neutral” in certain 
contexts and “value-laden” in other contexts. An example they provided was mouthpiece. 
Sometimes this metaphor is neutral; basically, meaning a person who publicly states the 
opinions, policies etc. of another person or organization. In sentences like, He became the 
official mouthpiece of the moderate leadership. However, they argue that “the metaphor is 
frequently derogatory. The negative value judgement comes from the fact that the speaker is 
compared to an instrument used by someone else. Thus, whereas the metaphor may be used in 
a neutral way, the negative evaluation is clear in other contexts” (Pauwels and Simon-
Vandenbergen, 1995: 59). A third type is labeled a merger which they illustrated by blow off 
steam, in a sentence like they can let off steam in pubs where nobody knows them, expressing 
one’s feelings is valued positively; nevertheless, the comparison of a human being with a steam 
engine may express a certain amount of scorn, etc. Consequently, the positive and negative 
value judgements are present at the same time, however, the context plays a crucial role in 
strengthening the positive or the negative side (ibid.: 59). Finally, the authors emphasized that 
other factors such as pragmatic, semantic-syntactic contexts also played a vital role and may 
always reverse value judgements, although an item prototypically expresses a negative or 
positive value. 
The Spanish scholar, Felices Lago (1991,1992, 1996), taking a parallel path as that of 
Krzeszowski (1990, 1993), contributed to laying the foundations for axiological linguistics, or 
as he named it, axioematics. He added new insights grounded on the formulation of principles 
especially designed for the formalization, classification and decomposition of values using a 
purely inductive linguistic approach (Felices Lago 1998). The foundations of this approach are 
also inspired by the functional-lexematic legacy of Martín Mingorance (1987, 1990).  




Figure 9. Axiological map (Felices Lago 1991: 408) 
He provided an axiological map (see Figure 9), which is the outcome of an exhaustive 
functional-lexematic analysis as well as the elaboration of an onomasiological lexicon, 
dictionary of the axiological parameter English/Spanish: Adjectives.  He also built on important 
contributions of philosophers such as Scheler, Ortega y Gasset, Tischner or Louis Lavelle; 
psychologists such as Rokeach, Plutchik or Morris; educators such as Marín Ibáñez or Götler; 
and linguists such as Bally, Stati and Krzeszowski.  Accordingly, he designed a hierarchy of 
values, which will be used in the analytical part of this study: 1. Importance (prestige in brand 
names), 2. Vitality, 3. Generic positive evaluation, 4. Exotic references, 5. Hedonism, 6. 
Sensitivity, 7. Efficiency, 8. Aesthetic aspects, 9. Pragmatic-functional aspect, 10. Nature, 11. 
Human/ social values, 12. Diversity, 13. Intellect, 14. Novelty, 15. Economy/materialism, 16. 
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4.5   Recent approaches: The Appraisal Framework  
A recent functional model for discourse analysis oriented towards the evaluative aspects of 
language, which is coming into the scene rather recently, is labeled “The Appraisal 
Framework.” It was initially created in the context of the educational linguistics and literacy 
intervention work of the Sydney School led by Jim Martin in the 1980s and 1990s and later 
developed by Martin and White (2005). This new theory evolved under Systemic Functional 
Linguistics. As they maintained, the reason of developing this approach was to advance 
traditional accounts regarding issues of speaker/writer evaluation: “a particular approach to 
exploring, describing and explaining the way language is used to evaluate, to adopt stances, to 
construct textual personas and to manage interpersonal positioning and relationships” (Martin 
and White 2005: 1). As a result, this approach moves towards an analysis of how 
speakers/writers openly encode what they put as their own attitudes, but at the same time 
deliberately motivate evaluative stances and take readers/listeners by hand to supply their own 
assessments (ibid. 2005: 2). The Appraisal Framework, hence, aims to provide the mechanisms 
employed by the language in the evaluation and adaptation of stances adopted by discourse 
producers in order to reach a greater understanding of the linguistic resources employed to 
interpret the value of social experience. Simply put by Oteíza (2017: 458), “this model 
facilitates the study of the inscribed and evoked codification of intersubjectivity in the 
discourse, taking into consideration both the epistemological and interpersonal expressions.”  
According to Thompson and Hunston (2000: 6), evaluation is very significant and has been 
a prominent area of study because it has three key functions in language: 
1. To express the speaker’s/writer’s opinion, so to reflect the value system of that person and 
their community. 
2. To construct and maintain relations between the speaker and the listener or reader. 
3. To organize the discourse. 
The Appraisal framework is composed of three focal simultaneous subsystems, each of 
which consists of subcategories of its own: Attitude, Engagement and Graduation. Attitude 
relates to the manner in which feelings are seen as a system of meaning. Graduation is 
concerned with the grading of attitudinal meanings, whereas engagement is concerned with 
adopting stances towards the value positions created in the text and by the addressee. Attitude 
is again divided into three semantic regions traditionally pointed out as emotion, ethics and 
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aesthetics, also respectively known as Affect, Judgment and Appreciation (Martin and White 
2005). Affect, which is concerned with the positive and negative feelings, is engendered in 
discourse producers. Judgement deals with registration of evaluation and assessment towards 
behaviors (to admire, or to criticize, to praise or to condemn...). Appreciation is concerned with 
disclosure of evaluation of natural and semiotic phenomena by the speaker or the writer, i.e., 
passing judgment, but on such natural/semiotic phenomena. However, affect can be perceived 
as the most basic system, as introduced by Ochs and Schieffelin and, at a later stage, 
acknowledged by Martin:  
 
Affect permeates the entire linguistic system. Almost any aspect of the linguistic 
system [...] is a candidate for expressing affect. In other words, language has a heart 
as well as a mind of its own (Ochs and Schieffelin 1989: 22) 
 
Martin and White (2005: 46) indicated that the semantic region of Affect could be 
organized by means of a typology of six factors, many of them are previously highlighted in 
the grammar of English (Halliday 1994):  
1. Feelings can be understood depending on culture as positive (good vibes that are enjoyable 
to experience) or negative (bad vibes that are better avoided). For instance:  
Positive: the captain was happy  
Negative: the captain was sad  
2. Feelings might be apprehended as “a surge of emotion involving some kind of embodied 
paralinguistic or extralinguistic manifestation, or more internally experienced as a kind of 
emotive state or ongoing mental process” (Martin and White 2005: 47). This difference 
between an extralinguistic manifestation and an internal experience is constructed by the 
grammar as follows:  
behavioral process: the captain cried 
mental process: the captain disliked the surprise 
relational process: the captain felt sad 
3. Feelings might be realized as directed at, or reacting to, some specific emotional trigger or 
as a general ongoing mood.  In this case, one may ask the question: why are you feeling this 
way? This distinction can be made by the grammar as the opposition between mental 
processes and relational states: 
Reaction to other: the captain disliked leaving/leaving displeased the captain 
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Undirected mood: the captain was sad 
4. Feelings can be graded towards the lower valued end of a scale of intensity or towards the 
higher valued end; or somewhere in between:   
Low: the captain disliked leaving 
Median: the captain hated leaving 
High: the captain detested leaving 
5. Feelings might involve intention, rather than reaction, in relation to a stimulus that is irrealis 
rather than realis. This presupposes making the distinction between feelings related to future 
or unrealized states and feelings related to present existing ones. This distinction is realized 
grammatically with emotive mental processes, respectively: 
Realis: the captain disliked leaving 
Irrealis: the captain feared leaving 
6. The last variable of this typology of affect groups emotions into the three major 
subcategories that can be positive or negative – un/happiness, in/security and 
dis/satisfaction: 
un/happiness: the captain felt sad/happy 
in/security:  the captain felt anxious/confident 
dis/satisfaction:  the captain felt fed up/absorbed 
Another important element within the appraisal theory framework is the explicit and 
implicit subjectivity, also labeled as inscribed and invoked attitude. That is to say, invoked 
attitude is related to implicit information, whereas inscribed attitude deals with explicit 
information. Thomson et al. (2008: 221) maintained that inscribed attitude could be linked to 
“locutions which carry an attitudinal value (positive or negative assessments) across a wide 
range of contexts (e.g. corrupt, virtuously, coward, beautiful, etc.).” Simply put, inscription 
should be understood as all utterances that echo the author’s explicit evaluation of the 
information. On the other hand, the term “invocation” can be used when the language expressed 
by the author does not reflect any positive or negative assessments. Thus, Thomson et al. (2008: 
221) pointed, “the positive or negative viewpoint is activated through various mechanisms of 
association and implication.” To sum up, inscription deals with assessments that are expressed 
explicitly through lexical elements. However, in the case of invocation, the reader infers the 
author’s hidden evaluation which is not written in the text explicitly. 
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Lerner et al. proposed the Appraisal-Tendency Framework as a model to figure out the 
effects of different types of emotions on decision-making (Lerner et al. 2007). They explained 
how two similarly balanced emotions—fear and anger—produce different perceptions of risk. 
Fear, which is associated with low certainty, was associated with increased perceptions of risk, 
whereas anger, which is associated with high certainty, decreased risk perceptions. In another 
test using other emotions with similar valences (sadness and disgust), they revealed that 
sadness, which is associated with an appraisal theme of loss, increased choice prices; whereas 
disgust, which is associated with wanting to expel, reduced choice prices. In contrast, both 
sadness and disgust reduced selling prices (Lerner et al. 2007).  
4.6   Brand names and axiology 
 
Values are probably the single most important dimension of advertising. Values are 
important from the sender’s and the receiver’s points of view since it is the 
“goodness” of products that lies as the heart of the whole communication. Despite 
the economist’s concern for information transmittal, it is clear that advertising’s 
primary function it to transmit value to a product and brand, and information is of 
tactical usefulness only to the extent that consumers are responsive to it, effecting a 
communication of values. (Pollay 1984: 111) 
 
However, little research has been done so far from the linguistic point of view on the link 
between values and branding. Among the few scholars who paid attention to this phenomenon, 
it is worth noticing Felices Lago (1991, 1992, 1996, 1998, 1999), who made many relevant 
contributions through analyzing the way in which leading or recurrent values are encoded in a 
given discourse, for instance the mapping out of dominant values in specialized languages like 
branding (a branch of marketing science). He believed that “marketing branch known as 
branding is particularly sensitive to axiological analyses. A large number of brand names are 
created to denote a special positive value or to suggest various meaning associations, basically 
positive ones” (Felices Lago 1999: 16). Hence, his goal was to analyze the way in which 
frequent values were encoded. His research is of great interest to the purpose of this study, as 
we will try to follow the same path in discovering the leading values in Moroccan brand names 
and unveil other values, which are not listed in the general classification of values. 
Felices Lago (1996: 991) analyzed an initial corpus consisting of 780 trade names included 
in NTC’s Dictionary of Trade Names Origins (A.Room 1991). However, the final selection 
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included 214 entries leaving only brand names that refer literally or metaphorically to previous 
axiological classifications. He listed the most leading values, quantifying their frequency of 
occurrence: 
1. Importance (prestige, upper class, foreign glamour, antiquity myths, literature, history, 
religion, success, etc.) 92: 35% 
2. Vitality (strength, durability, speed, health, hygiene, etc.) 59: 22.5% 
3. Generic positive (or negative) evaluation 25: 9.4% 
4. Exotic references 16: 6% 
5. Hedonism 14: 5.3% 
6. Sensitivity 9: 3.4% 
7. Reliability/security 8: 3% 
8. Aesthetics 6: 2.2% 
1. Function/pragmatism/adequacy 6: 2.2% 
2. Nature 5: 1.9% 
3. Human/ social values 5: 1.9% 
4. Diversity 4: 1.5% 
5. Intellect 4: 1.5% 
6. Novelty 4: 1.5% 
7. Economy/material 3:1,1% 
8. Luck 3:1,1% 
Most of the values referred to above were introduced by eminent scholars, yet some of 
them, such as novelty, nature and exotic references; have been introduced by this Spanish 
linguist. Finally, the axioematic map in tradenames of different product groups provided by 
Felices lago was a landmark for subsequent axiological research related to branding.  
Pérez Hernández (2016) offered an overview on the role played by some cognitive 
operations such as strengthening and mitigation in the construction of brand names and the 
generation of adequate and axiologically positive brand associations. Notably, she examined 
the role of these operations in the motivation for generating positive axiological brands in both 
Spanish and American wine labels. She held that using them would help in reducing “the need 
for the costly and time-consuming cultural checks that branding companies need to run on new 
brand names before their commercial launching” (ibid.: 128). 
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Evsukova et al. (2018: 681) maintained that “it is the brand, according to marketers, being 
a special mental design in the minds of consumers, is a value bearer. This mental construct is 
a set of associations, assessments and axiological attitudes on the basis of which the consumer 
decides whether or not to purchase the goods in question.” 
Among other scholars who paid attention to the phenomenon of advertising, it is also worth 
noticing the pioneering work of Pollay (1984), who stressed the important role of values in 
advertising from both the receiver’s and sender’s points of view. Hence the primary function 
of any ad is to add value to a product or a brand. He defined values as “those properties of 
objects, individuals, or communities which makes them good” (ibid.: 112). However, he built 
his definition on the one provided by Rokeach: 
 
A value is an enduring belief that a specific mode of conduct or end-state of 
existence is personally or socially preferable to an opposite or converse mode of 
conduct or end-state of existence. A value system is an enduring organization of 
beliefs concerning preferable modes of conducts or end-states of existence along a 
continuum of relative importance. (Rokeach 1973: 5) 
 
Pollay investigated around 2,000 print advertisements from different magazines released 
in the years 1980-1990. The primary objective was to identify the distribution of values 
manifested in those ads together with their thematic distribution. The results demonstrated the 
popularity of frequently employed values for each decade of the century: practical, family 
related, new, cheap, healthy, sexy/vain, wisdom‐related, unique, work‐related, status‐related, 
play‐related, neat, mild/safe, design, natural, common, technical, traditional, youth‐related, 
magic, mature, mild, modern, ornamental, popular, pride, productivity. Pollay (1984: 117-123) 
divided values into two types: dominant and subordinate. Dominant themes are those that are 
the key elements of advertisements’ gestalt or first impression. They are manifested in 
illustrations and headings, titling and major captions. Subsidiary themes are those additional 
themes included in the illustration or embodied in the fine print of the body copy.  
Pollay and Gallagher (1990) investigated another side of advertising, which is the cultural 
effects. They maintained that although advertising had a great economic impact, scholars 
should pay greater attention to the unconscious social effects transmitted via ads. They 
provided some examples of undesirable cultural consequences of advertising, such as 
materialism, selfishness and greed, submission and seduction, simplistic symbols, which create 
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dissatisfaction. These authors believed that advertising promoted conformity, chronic anxiety, 
envy, social competitiveness, disrespect of family elders, and disrespect of tradition.  
In a similar vein, Khale (1986: 6) also stated that research on social values had a positive 
impact on the market and defined it as “one of the most abstract forms of individual knowledge: 
therefore, linking a specific product, service, or idea to an abstract value should increase the 
ease with which the specific item can be stored and remembered.” Hence, he suggested that 
measuring values could be an effective tool for marketers to understand what stimulates 
specific behavior. Khale (1986: 52) building on Rokeach pioneering work, provided the 
following list of values (LOV): sense of belonging, excitement, warm relationships with others, 
self-fulfillment, being well respected, fun and enjoyment in life, security, self-respect and a 
sense of accomplishment.  
Bhatia (1992) examined the role of English in print advertising and how it could generate 
positive values7 at the global level. Languages such as Spanish, French, Italian, Japanese and 
Chinese employ borrowings from English in the composition of the texts. His analysis revealed 
that the use of English in product naming, attention-getting, slogans and signature lines was 
very frequent and motivated positive psycholinguistic effects. 
Cheng and Schweitzer (1996) conducted a study of 1,105 Chinese and US TV commercials 
and spotted eight cultural values that are dominant in both Chinese and US TV advertising: 
family, technology, tradition, enjoyment, individualism, economy, modernity, and youth. 
However, US commercials tended to use symbolic and utilitarian values, whereas Chinese 
commercials relied more often on symbolic ones. Findings indicate that Chinese advertising is 
a blend of Eastern and Western cultural values. Cultural values manifested in Chinese TV 
commercials are more related to product categories and origins. 
Cortés de los Ríos (2001) analyzed, from the perspective of cognitive semantics, how 
values were codified in printed business advertising in English. For instance, in the banking 
sector, she found that internationality followed by security and efficiency were the prevailing 
values. 
Felices Lago and Cortés de los Ríos (2009) analyzed the qualities and values explicitly 
linked to print eco-advertisements in the energy sector through metaphors, metonymies and 
image schemas, and the way in which these values were introduced in advertising discourse. 
 
7 We referred to the aforementioned values in more detail in chapter three: Anglicisms.  
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The most representative domains to convey the eco-values mentioned above were PERSON 
and FUTURE. 
Praet and Wang (2012) examined the cultural values perceived in automobile commercials 
in China. Their analysis revealed that the five dominant cultural values were quality, 
modernity, effectiveness, enjoyment, and technology. They found significant differences in the 
use of values between those shown in Chinese domestic brands and those from European 
brands. Nevertheless, differences between Chinese, U.S., and Japanese brands were less 
significant. This implies that advertising for U.S. and Japanese automobiles was adjusted to 
China’s culture and market features. Hence, their findings confirm the results of previous 
studies: symbolic values were more frequently used than utilitarian values. 
From a different angle, Aniskina and Ukhova (2015: 477) studied how axiological values 
in print advertisements could be changed and manipulated. “In short, by manipulating the 
values on different levels, the advertisement can have a considerable effect on the consumer, 
forming a peculiar world view, in which satisfaction of human demands can be equated to 
achievement of socially meaningful action.” Their analysis highlighted three main points of 
transformation of the axiological viewpoint under the effect of advertising: 
1. The implementation of new values, or those new to modern culture, and the enrichment of 
content of already existing values. 
2. The creation of new combined values. For instance, they give an example of the relation 
between “honesty and benefit” coming from the substitution of relationship between 
“honesty and unselfishness.” 
3. The substitution of the values, in the advertisement. It takes place when explicitly expressed 
appeal to any value does not correspond to the real content of the text. 
Hunston (2011) argued that expressing an attitude via the use of evaluative language was 
a crucial tool of persuasion. The connection between evaluative language and persuasion 
arouses an interest in the evaluative language used in business in general, and advertising 
discourse in particular, where persuasion is a salient feature. Labrador et al. (2014) claimed 
that advertisements had two main purposes: first to inform and second to persuade the reader 
through evaluating the product positively, thus, making it attractive and desirable. Pounds 
(2011) examined the evaluative language, appreciation (in particular), used in online property 
advertisements which can be applied to the analysis of evaluation in other types of promotional 
discourse.  
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In their article “Embedding emotions within automatically generated brand names,” 
Brouillet et al (2010) claimed that names usually embedded many characteristics of the product 
or the company they are related to. However, they have been hardly studied from the 
perspectives of cognitive linguistics or computer science. Hence, what they proposed is a new 
method to automatically embed emotions within brand names.  
Bullo (2014) investigated print advertisements combining both the “appraisal” (Martin and 
White 2005) and theories of socio-cognitive discourse analysis. She considered how people 
assessed print advertising and how their discourse was organized to sort out this evaluative 
response. Hence, she focused on the language that people used when discussing advertisements 
rather than the advertisements themselves to unveil the underlying mechanisms of sense-
making in advertising. She argued that the main purpose of her study was to “unveil the socio-
cognitive resources inferred to play a role in the selection of evaluative discourse” (ibid.: 41) 
including conceptual metaphor and metonymy. Her analysis revealed that judgement (of 
humans and their behavior) was the primary means of evaluation.  
In her article, “The Language of Appraisal in British Advertisements,” Križan (2016) 
explored the occurrence and frequency of use of attitudinal judgement in British advertisement 
texts. Judgement, as one of the main attitudinal categories in the discourse-semantic appraisal 
model (Martin and White 2005), is concerned with the evaluation of human character and 
behavior. The article focuses on the judgement categories of capability and propriety, as the 
results demonstrated that these two prevailed over the categories of normality, tenacity and 
veracity.  
Gailyn and Yannick (2016) investigated how brand campaigns could leverage the interplay 
of attention, memory and emotion to influence people’s choices. They also examined how 
advertisers could maximize the use of emotional stimuli with the aim of influencing people’s 
brand choices. To do that, they looked at how people pay attention to, and both encode into 
memory and later retrieve, emotion‐linked stimuli. Finally, they looked at this evidence in the 
context of advertising and they drew some interesting conclusions about how Emotion-based 
advertising could be highly effective (ibid. 2016: 8): 
 
• Brands need to have a range of distinctive iconography or assets that are 
consistent, engaging and understood so that they reinforce the stories and 
emotional stimuli in advertising. 
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• Advertisers should ensure that emotion-based advertising links to the brand 
through association with the cues – needs, functions, situations, sounds, sights or 
smells – that are most relevant in the key moments. 
• Effective emotional priming means having stories that are relevant to people’s 
motivations and goals, so that engagement with advertising is sustained and so 
that people associate the brand with the things that matter most to them. 
• Cognitive stimuli are very effective at delivering desired brand outcomes when 
they align with people’s needs and wants and many of the most effective 
campaigns demonstrate. 
 
To sum up, in this chapter we have revised the historical overview of the nature of value, 
what it is and how it can be defined. In particular, there are differing theories and schools about 
value: (i) the school of phenomenologists (ii) the school of realists and objectivists, and (iii) 
the school of pragmatist and subjectivist theorists. We also discussed whether value is objective 
or subjective, and whether values can be compared or measured. The second half of the 
twentieth century witnessed a trend in axiological thinking that favored theories of value that 
stem from cognitive semantics moving away from the classical truth-conditional approach. We 
revised some of the most influential contributions that analyzed the way in which leading or 
recurrent values are encoded in branding in particular and advertising in general. The next 
chapter will take a closer examination to metaphor and metonymy and their development from 
being regarded as a mere stylistic device of the poetic imagination to being considered a part 










Conceptual metaphor and metonymy 
5.1   Introduction  
This chapter is devoted to reviewing the major theories of conceptual operations and tracing 
the influence of their proposals on brand names, with a special focus on the study of metaphor 
and metonymy from a cognitive linguistic approach. We will not attempt, however, to present 
a review of all the theories that have been given to explain the nature of metaphor. We will 
refrain from such an attempt, because such a comprehensive review is extremely difficult to 
achieve given the increasing huge volumes on metaphor. This chapter begins with a brief 
overview of the classical approaches in metaphor study. Following this, there is an outline of 
the Conceptual Metaphor Theory (CMT). Among others, the pioneering work on cognitive 
operations proposed by Ruiz de Mendoza and Galera Masegosa (2014) will be considered.  
5.2   Metaphor in Aristotle’s Poetics and Rhetoric 
Aristotle is given a pivotal role in metaphor research and he is considered a major precursor. 
Ortony (1993: 3) suggested that “any serious study of metaphor is almost obliged to start with 
the works of Aristotle”. Most of the traditional approaches to metaphor were influenced by 
Aristotle. Moreover, Gordon argued that the study of metaphor could be considered as a 
footnote to Aristotle (Gordon 1990). Aristotle well-known definition of metaphor goes as 
follows: “the application of an alien name by transference either from genus to species, or from 
species to genus, or by analogy, that is proportion” (cited in Johnson 1981: 5). 
Aristotle’s definition possesses several implications to the idea of metaphor: 
1. It implies that the metaphoric transfer is located at the level of words. 
2. It refers to the separation of the literal and the figurative. 
3. Metaphor is based on inherent similarities between two unrelated words. 
The fact that Aristotle indicated that metaphor was a linguistic unit founded on a single 
word underlies its conception as a trope. According to Soskice, “Aristotle tends to speak of 
metaphor as a phenomenon of the individual word rather than of any wider locus of meaning 
such as a sentence, and this, as we shall see, is an important theoretical limitation” (Soskice 
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1985: 5). However, it would be pertinent to mention that Aristotle’s consideration of 
metaphorical function at the level of a single word was not extensively criticized.    
Classical metaphor theory originates in Aristotle’s fundamental works, “Poetics” and 
“Rhetoric.” According to Aristotle, ordinary words are common sense and used by ordinary 
people; while metaphors are unique words and can only be accessed to the elite group of people 
(Aristotle 350 BC a [1932]: 1459). Hence, metaphors played a key role in philosophy as means 
of persuasion and in the political sphere in order to gain influence. For Aristotle, metaphor also 
played a pivotal role in theatrical art and poetry, where it is utilized to voice and describe human 
emotions and actions. By this token, the well-known distinction of figurative and literal 
language took place. Aristotle himself fostered this concept in that he said metaphor was the 
token of genius, and therefore forming a metaphor was assigned only to few people who were 
considered (linguistic) geniuses at the time, and those were primarily artists and politicians 
(Aristotle 350 BC a [1932]: 1457). Nevertheless, Ricoeur (2003) believed that the distinction 
between literal and figurative language had not been made by Aristotle himself, and was 
attributed to him. 
The next characteristic of metaphor given by Aristotle is the notion of similarity. Creating 
a metaphor requires “to have a command of metaphor.” This alone cannot be imparted by 
another; it is the mark of genius, for to make good metaphors implies an eye for resemblances. 
It is of great importance to see the analogy between two unrelated words. Seeing these 
similarities, however, is not endowed to everyone. Some people can see them more than others, 
which makes metaphor “the mark of genius.” Aristotle demonstrated this notion with a 
formula: “when B is to A as D is to C, then instead of B the poet will say D and B instead of 
D.” In Aristotle’s example for a metaphor – “the evening of life” – evening (D) is to day (C) 
what old age (B) is to life (A). The analogy between (D) and (B) is determined by their similar 
proportions (Ricouer 2003: 21). 
Altogether, the notions emerging from Aristotle’s definition of metaphor converge in the 
idea of substitution. Aristotle speaks of metaphor as a substitutional process, that is to say, a 
familiar expression (old age) becomes substituted by something non-ordinary (the evening). 
This substitution suggests the transference of meaning from one noun (the evening of a day) to 
another (the evening of life) and the replacement of a literal meaning by a figurative one (from 
old age to evening of life). Finally, Aristotle states that the literal expression cannot be replaced 
by a metaphorical expression if there is no analogy between the two words. 
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Locked in the realm of rhetoric, metaphor reached a closed door because it was considered 
as a mere stylistic device of the poetic imagination, which was meant only for embellishment.  
However, the commitment of Logical Positivism to study and verify the principles of language 
were unsuccessful in justifying the whole meaningfulness of discourse and this realization was 
as a wakeup call for scholars. According to Johnson (1980: 49): 
 
The first stage of the dawning awareness that metaphors are not cognitively 
dispensable consisted in the breakdown of the verificationist project of identifying 
as cognitively meaningful only those sentences entailing some set of literal 
observation statements. 
 
In what follows, we will describe the main general theories of metaphor that were 
developed after Aristotle and have been extensively influenced by his work. There are, of 
course, various versions of these two theories, but we will be concerned exclusively with I.A 
Richards’ concept of tenor-vehicle interaction and Max Black interaction approach.  
5.3   I.A. Richards’ concept of tenor-vehicle interaction 
At the downfall of positivism, metaphor was re-examined and re-evaluated. Instead of being 
considered a figure of speech, metaphor has been recognized to express real meaning as Lundin 
(1983: 19) wrote: 
 
During these decades, while literary artists and theorists have been celebrating, as 
they have done for almost two hundred years, the absolute necessary yet absolutely 
illusionary qualities to metaphor, philosophical theorists have been laboring to claim 
for metaphor its proper epistemic rights. 
 
Richards (1936) stands at the beginning of this recovery and is considered among the first 
scholars who reopened a new view about metaphor. He claimed that the traditional theory of 
metaphor was too centered on the formation of metaphor and considered metaphor as a result 
of word change or context switching. Contrary to the traditional view of metaphor, Richards 
defined it as: 
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In the simplest formulation, when we use a metaphor we have two thoughts of 
different things active together and supported by a single word, or phrase, whose 
meaning is a resultant of their interaction. (Richards 1936: 93). 
 
In the above quotation, Richards formulated a conceptual basis to understanding metaphor; 
he presented a framework that gives a primary position to cognition. He believed that metaphor 
could not be separated from human cognitive experience. Moreover, according to Richards’ 
definition, a new thought or notion may rise as an outcome of combining two separate notions 
about the objects of non-linguistic reality, and he pointed out that a word or a phrase is the 
substitute of these interactions. 
Next to this fundamental statement, Richards (1936: 48-50) proposed two technical terms: 
“tenor” and “vehicle.” The tenor is “the underlying idea or principal subject” and the vehicle 
is the figurative side which gives a description of the tenor. Both, the tenor and vehicle have a 
meaning; there is no transfer of meaning at the word level from a “proper” field to an 
“improper” one. In this case, metaphor cannot originate without the simultaneous interaction 
of tenor and vehicle. 
He also suggested that metaphorical processing of language and meaning interchanged 
between words that we discover while studying explicit metaphors has a great effect on how 
we perceive the world, which is itself the outcome of earlier or random metaphors: “The 
processes of metaphor in language [...] are superimposed upon a perceived world that is itself 
a product of earlier or unwitting metaphor” (Richards 1936: 56). 
This supposition shares the same view of cognitive theory of grounding which connects 
conceptual metaphor to our experience and culture. It could be detected in Lakoff and 
Johnson’s claim that “the structure of our spatial concepts emerges from our constant 
interaction with the physical environment” and “every experience takes place within a vast 
background of cultural presuppositions” (Lakoff and Johnson 1980: 56-57). Another common 
point is Richards’ belief of the importance of metaphor in language and how it activates and 
strains our intellectual activity. This is to be linked to the following statement: “Metaphor runs 
through our everyday life, and not only our language, but also our thoughts and activity. Our 
everyday system of notions within which we think and act in its essence is metaphorical” 
(Lakoff and Johnson 1980: 4). 
By shedding light on these points, Richards succeeded in casting doubt on the traditional 
view of metaphor as a process simply based on similarity and he challenged the simplified 
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understanding of metaphor as a stylistic device used for embellishment. However, it took nearly 
twenty years before Black brought the issue back for consideration. 
5.4   Max Black’s interaction theory  
Max Black is regarded as the proponent of the interaction theory. In his landmark Essay 
Metaphor (1954), Black presented three different points on how metaphor operated. The first 
two views, the substitution and the comparison approaches, provide a traditional understanding 
of metaphor as a matter of playing with words rather than thoughts or actions. The third 
approach, however, which is the interactive approach, is fundamentally different. It is a more 
developed version of Richards’ ideas about what he considered as the interactive nature of 
metaphor.  
5.4.1   The substitution view 
According to this view, metaphor is a linguistic expression that implicates an inner 
contradiction, as the expression Richard is a lion indicates. In real life, Richard is the name of 
a person, while lion is used to refer to the animal. So, there is a logical contradiction: a person 
cannot be at the same time an animal (Black 1962: 160). Nevertheless, in order to work out this 
contradiction an equivalent is taken by the reader to substitute for this contradictory statement. 
The aim of the interpretation of metaphor, according to this view, is the recovery of the meaning 
of the statement expressed by a synonymous literal equivalent, in this case for the metaphor, 
“Richard is a lion” it means “Richard is brave.” The essence of the metaphor is the association 
between the words “lion” and “brave.” Black explains: 
(…) once the reader has detected the ground of the intended analogy or simile (with 
the help of the frame, or clues drawn from the wider context) he can retrace the 
author’s path and so reach the original literal meaning. (Black 1962: 160) 
Black highlighted two reasons for the creation of metaphor. The first one is created when 
there is an absence of an equivalent word to convey a metaphorical meaning, that is to say, the 
speaker has to create a metaphor as the only way to convey his idea. The second one is related 
to the stylistic potential of metaphor as an embellishment device.  
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5.4.2   The comparison view 
This next view of metaphor is not much different from the first one. Black (1962) regarded 
the comparison theory as an offspring of the substitution theory. It holds that “a metaphor 
consists in the presentation of the underlying analogy or similarity” (Black 1962: 161). This 
definition implies that metaphor, in the comparison theory, is an elliptical or abbreviated 
simile. For example, the metaphor provided by Black (1962: 161): political opponents are 
poisonous plants, actually means that opponents are like poisonous plants in that they are 
harmful to people. Speakers can understand the metaphor when they see the shared properties 
and relations between the two domains: people and dangerous plants.  
However, the substitution and comparison views have some literal flaws and limitations. 
As Black (1962: 163) stated, they suffer from “a vagueness that borders on vacuity.” 
First, these approaches might be useful to explain simple metaphors but not substantial 
metaphors.  
Second, they minimize the crucial role of dissimilarities by paying attention only to 
similarities (Richards 1936).  
Third, some metaphors present no literal similarities between the objects being compared, 
as required by the two approaches. Thus, similarity-based approaches cannot do justice to 
metaphors like MORE IS UP. 
Fourth, the fact that metaphor is reduced to literal utterances can result in a loss of the 
cognitive content. For instance, in Sally is a block of ice, the literal counterpart “She is 
irresponsive emotionally” fails to pick up the metaphor’s cognitive entailment that Sally could 
melt under the effect of fire (Searle 1981: 258). 
Fifth, to understand a metaphor, it is not necessary to have two existing objects, as in the 
metaphor Sally is a dragon (Searle 1981) wherein dragon is an imaginary object.  
Finally, similarity may play a role in comprehending some metaphors, but it is not the 
essence for metaphor comprehension. As Searle (1981: 281) explained “though similarity often 
plays a role in the comprehension of metaphor, the metaphorical assertion is not necessarily an 
assertion of similarity.” 
As a consequence of their shortcomings, the substitution and comparison views have been 
strongly attacked, and alternative theories, such as the interaction theory, came into existence.  
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5.4.3   The interactive view 
Due to their limitations, the first two views on metaphor reached a closed door. Hence, Black 
(1962) points out that our “thoughts” about tenor and vehicle are “active together” and 
“interact” to create a meaning that results from that special interaction. Thus, a new meaning 
is created which is not based on pre-existing similarities. The metaphor Man is a wolf creates 
a new meaning between the tenor (the thing or the human commented on), man, and the vehicle 
(what is attributed to the tenor), Wolf, but results from the special interaction between man and 
wolf (ibid.: 165). The metaphoric meaning of this expression is a result of the use of the entire 
system of commonplaces, i.e., commonly believed characteristics attributed to man, in order to 
organize our conception of the other system, i.e., the wolf. In other words, in this process, the 
associated commonplaces corresponding to the wolf, which may include beliefs that the wolf 
is “fierce, cruel, blood thirsty, living creature” organize our view of man. Black observed, “If 
to call a man a wolf is to put him in a special light, we must not forget that the metaphor makes 
the wolf seem more human than he otherwise would” (ibid.: 165). However, Black claimed 
that there was a “partiality” in feature transference. If all features of the primary subject are 
mapped onto the secondary subject, there will be a complete identity shift.  
According to this approach, man and wolf play a mutual influence on one another. Calling 
man a wolf, puts man in a special position; it also makes the wolf appear more human than it 
otherwise would. Moreover, because the interaction of words in metaphors is multidirectional, 
our conception of both terms is switched. Thus, not only do Man and Wolf promote the creation 
of a new meaning, the meanings of both terms change.  
Black (1962: 167-168) summarized the essence of the interaction view by making seven 
claims: 
1. A metaphorical statement has two distinct subjects a “principal” subject and a “subsidiary” 
one. 
2. These subjects are often best regarded as “systems of things” rather than “things.” 
3. The metaphor works by applying to the principal subject a system of “associated 
implications” characteristic of the subsidiary subject. 
4. These implications usually consist of “commonplaces” about the subsidiary subject, but may, 
in suitable cases, consist of deviant implications established ad hoc by the writer. 
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5. The maker of a metaphor selects, emphasizes, suppresses, and organizes features of the 
principal subject by implying statements about it that normally apply to the subsidiary 
subject. 
6. This involves shifts in meaning of words belonging to the same family or system as the 
metaphorical expression; and some of these shifts, though not all, may be metaphorical 
transfers. (The subordinate metaphors are, however, to be read less “emphatically”). 
7. There is, in general, no simple “ground” for the necessary shifts of meaning no blanket 
reason why some metaphors work, and others fail. 
Black’s interaction theory has clearly paved the way for other theories such as the 
“Cognitive Theory of Metaphor” that was developed later on by Lakoff and Johnson (1980). 
Hence, one could say that even though Black’s theory was heavily criticized for being polemic 
and inconsistent, it had a great effect on the future research of metaphor, and it foreshadowed 
the classical cognitive theory of metaphor to a certain extent. 
5.5   Towards a cognitive linguistics theory of metaphor 
Cognitive linguistics emerged as a movement in the mid-1980s8. Although it is considered as 
a new approach, cognitive linguistics did not strike off in a revolutionary manner. It rather 
maintained its commitment to other disciplines such as psychology, motor control, artificial 
intelligence and neurology. Cognitive linguistics was inspired by the pioneering work of the 
psychologist Rosch (1977) “Human Categorisation.” An important amount of research has 
been conducted under the name of cognitive linguistics in the last 40 years, with a significant 
devotion to cognitive semantics: Brugman, Casad, Croft, Dabrowsky, Fauconnier, Goldberg, 
Johnson, Lakoff, Langacker, Lindner, Talmy and Taylor, Turner are, among others, some of 
the scholars whose work has been influential. 
This approach perceives the study of language as the study of language use, i.e. the theory 
is not as important as the observation of data in use. When we use language, we unconsciously 
bring into use enormous cognitive and cultural “resources,” and at the same time, we induce in 
“creative mappings, transfers, and elaborations” (Fauconnier 2003: 2). Thus, the task of a 
cognitive linguist is to create a hypothesis about language and to discover the conceptual 
 
8  Mid-1980 is when this approach became increasingly active. However, it began to emerge in the 
1970`s due to dissatisfaction with formal approaches to language. 
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system that it mirrors through analyzing it. Moreover, the main reason behind studying 
language is to study patterns of conceptualization: 
 
Language offers a window into cognitive function, providing insights into the nature, 
structure and organisation of thoughts and ideas. The most important way in which 
cognitive linguistics differs from other approaches to the study of language, then, is 
that language is assumed to reflect certain fundamental properties and design 
features of the human mind. (Evans and Greens, 2006: 5) 
 
Another fundamental aspect implicates the theory of linguistic meaning. The traditional 
view of language as a counterpart of meaning has been declined by cognitive linguistic 
researchers and meaning has become a production of human bodily experience (Fauconnier 
2003). As human beings, we construct and understand language based on our bodily interaction 
with the world. Thus, linguistic structures, the meaning of words and sentences, and conceptual 
categories are not only a set of decoded symbols or utterances but are also grounded on our 
“bodily/physical experience, or social/cultural experience” (Barcelona 1997: 9). Along similar 
lines, Janda (2010: 9) states that: 
 
Cognitive linguistics works from the premise that meaning is embodied. This means 
that meaning is grounded in the shared human experience of bodily existence. 
Human bodies give us an experiential basis for understanding a wealth of concepts. 
 
This approach about language results from two basic tenets of cognitive linguistics, which 
are the Cognitive commitment and the Generalization commitment. The latter may be defined 
as a search for principles of language structures throughout all aspects of language. Thus, 
language is conceived as a whole whose parts are related. Likewise, Lakoff (1990) argued that 
the cognitive of commitment9 occurred when the linguistic structure should reflect what is 
known about the human cognition through providing a description of general principles of 
language that are in agreement with what is accepted about the cognition from other disciplines. 
This shared belief is summarized by Barcelona (2000: 2): 
 
 
9  For a detailed discussion about these two key commitments see (Lakoff 1990; Evans and Green 2006; 
Barcelona 1997, 2000). 
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…the so-called “language faculty” is just a reflection, in some cases a specialization, 
of general-purpose cognitive abilities, and is governed by general neural processes. 
[…] there is a continuum between all sorts of cognition (especially body-based 
cognition, but also cognition acquired on the basis of social and cultural experience) 
and language, there being little ground for claiming that language, let alone syntax, 
is a separate “module” in the mind or in the brain. 
 
Thus, no sharp limits are made between the traditional areas of linguistic study such as the 
distinction between semantics and pragmatics or even syntax and semantics. Consequently, 
semantics and pragmatics form a continuum rather than being perceived as two different 
disciplines. 
Lakoff also stressed that categorization is another major concern in cognitive linguistics. 
Lakoff (1987) wrote: 
 
An understanding of how we categorize is central to any understanding of how we 
think and how we function, and therefore central to an understanding of what makes 
us human. (Lakoff 1987: 6) 
 
The process of categorization is automatic in nature and unconscious, which enables the 
classification of objects, event, and processes with particular characteristics and similarities 
into corresponding groups. But also, a large proportion of the things we categorize such as 
actions, emotions, and spatial and social relations are abstract entities. Thus, we induce in 
dividing the internal and external world according to particular characteristics. This enables us 
to identify entities as members of a group (Lakoff 1987). The interest in this field of research 
arises from “the cognitive of commitment,” in which cognitive linguists, as we referred to 
earlier, believe that language is the outcome of generalized cognition.  
The central notion in the theory of categorization belongs to the pioneering experimental 
and theoretical work on prototype, which was carried out by Rosch and her co-workers (see 
Rosch 1973, 1977, 1978). According to this theory, the member of a category that has a higher 
status within that category, specifically the member which is judged to be the most 
representative exemplar or central in the category, is called a prototype (Croft and Cruse 2004). 
For example, when we categorize MOTHER, certain members as married woman to the father 
of her child is judged as a “better” example of the category than other members, such as 
adoptive mother, generic mother, stepmother etc. (Janda 2010: 12). Nevertheless, members 
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share a relation with the prototype but not necessarily bearing same characteristics as the 
prototype. This relation may be acquired through a chain of linked members, or what is referred 
to as family resemblance (ibid.: 12). 
Cognitive linguistics divides the study of language into two areas: cognitive semantics and 
cognitive approach to grammar. Cognitive semantics considers conceptualization as meaning 
construction. This branch is concerned with studying the relationship between experience, 
embodied cognition, and the semantic structure encoded by language. In other words, cognitive 
semanticists investigate the “conceptual structure,” namely knowledge representation and 
“conceptualization,” which stands for meaning construction (Evans and Green 2006). Hence, 
they perceive language as the key through which cognitive phenomena can be examined and 
investigated. On the other hand, the cognitive approach to grammar offers an attempt to model 
speaker’s knowledge in ways that are consistent with the two key commitments we have 
referred to earlier. 
5.5.1   Conceptual metaphor theory 
With the beginning of cognitive linguistics and the fundamental work provided by Lakoff and 
Johnson (1980), the status of metaphor changed drastically. They were the first to launch the 
idea of experiential realism and put forward a different insight about language as mirroring our 
conceptual system. Moreover, aspects of language such as metaphor and metonymy are no 
longer considered as devices for rhetorical flourish and poetic imagination. Cognitive linguists 
rather see them as part of ordinary natural language and consider them pervasive in our daily 
life. They are understood to reside at the heart of human thoughts and used not only in poetry, 
but also in mathematics, science, religion, legal terms, biology, philosophy and so on, i.e., in 
all facets of language, thoughts and actions: 
 
(…) metaphor is pervasive in everyday life, not just in language, but in thought and 
action. Our ordinary conceptual system, in terms of which we both think and act, is 
fundamentally metaphorical in nature. (Lakoff and Johnson 1980: 3) 
 
A conceptual metaphor is defined in cognitive linguistics as understanding and 
experiencing one concept in terms of another concept (Lakoff and Johnson 1980: 5). A 
conceptual metaphor is the process of ontological correspondence, where properties of a source 
domain correspond to properties of a target domain. It is formulated as X is Y whereby Y (the 
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source domain) is used to understand X (the target domain), as the source domain is a more 
concrete and a better structured concept and the target domain is an abstract one.  
It is of great importance to highlight several points in the theory of conceptual metaphor:  
 
Metaphor is not just a matter of language, that is, of mere words. On the contrary, 
human thought processes are largely metaphorical. (Lakoff and Johnson 1980: 6) 
 
That is to say, metaphor refers to concepts rather than individual lexical items. To 
comprehend this statement, it would be useful to define the notion of concept, as it is a central 
constituent in the CMT. The Oxford dictionary defines it as follows: “An idea or mental image 
which corresponds to some distinct entity or class of entities, or to its essential features, or 
determines the application of a term, and thus plays a part in the use of reason or language.”  
Thus, concepts are regarded as the units or groups of units which are used by people in the 
process of thinking. These concepts mirror the content of the knowledge and experience and 
are the result of the whole of a person’s interaction with the world. They consist of different 
parts of verbal and non-verbal data about an object. As Evans (2007: 31) puts it “Concepts сan 
bе encoded in a language-specific format known as the lexical concept.” As a result, they are 
verbally articulated in words and word-combinations. 
The second point in the theory of conceptual metaphor is that metaphors underlie all 
aspects of life spheres: knowledge, education, conversation, etc. Consequently, they should be 
considered as a normal part of the conceptualization process as “…our ordinary conceptual 
system is metaphorical in nature” (Lakoff and Johnson 1980: 4). To illustrate, many abstract 
concepts in our daily conversations such as love, life and time are difficult to convey without 
using metaphors. For instance, people usually express the abstract concept time by referring to 
it as a physical product which we can waste, save, spend, give, leave and lose. Life is often 
portrayed as a journey which is composed of destinations, and crossroads.  
The third key idea in CMT is that metaphor has a bodily and spatial basis. Within cognitive 
semantics, it is referred to as the philosophy of embodied realism. It was first introduced by 
Lakoff and Johnson (1980), and then further developed by Lakoff and Johnson (1999). They 
supported this notion by claiming that people and the external world that surrounds them are 
two parts of an indivisible whole. As Gibbs (2006: 436) suggested, “(our) bodily experiences 
provide the source domains for metaphorically structuring aspects of abstract target domain 
spaces.” For example, the conceptual metaphor, LESS IS DOWN is based on our correlation 
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of verticality with quantity as we solely experience the increase in physical level when the 
quantity of an object increases.  
Kövecses (2002: 72-74) proposed four kinds of experiences selected for the source 
domains; the first of which is correlation in experience, in which correlations are not 
similarities but are events correlated in experience. For instance, the consequence of adding 
more fluid to a container results in the level of the fluid rising, which structures the conceptual 
metaphor MORE IS UP. Secondly, perceived structural similarity is where the similarity is 
non-objective. For example, I’ll take my chances, which depends on the idea that LIFE IS A 
GAMBLING GAME. Thirdly, Kövecses pinpointed another experience about perceived 
structural similarity induced by basic metaphors, where he explained similarities as being 
grounded on some basic ideas that we have about containers induced by ontological metaphors 
such as container metaphors as in THE MIND IS A CONTAINER. A fourth kind of experience 
is what he named source as the root of the target, which is related to cases of conceptual 
metaphors, where the source was the root of the target (Kövecses 2002: 74). This fourth type 
of experiential basis comes in two kinds: on one hand, the source has a biological root as in the 
conceptual metaphor LOVE IS A BOND in expressions like: There is a strong bond between 
them. There is a probability that the target domain has selected the source domain because the 
source is connected with biological properties such as the biological relationship between the 
child and his/her mother. On the other hand, the source has a cultural root, as in ARGUMENT 
IS WAR in English (Lakoff and Johnson 1980). Historically, this conceptual metaphor may 
have arisen from the development of physical fighting between people.  
Finally, the experientialist notion of the embodied mind is summed in Gibbs’ (1999: 155) 
statement as “the outcome of what happens when the body meets the world.” In short, Croft 
and Cruse (2004: 199) made the following statements which must be regarded as pinpointing 
the main ideas in the theory of conceptual metaphor: 
1. The conceptual theory of metaphor is a theory of recurrently conventionalized expressions 
in everyday language in which literal and metaphorical elements are intimately combines 
grammatically. 
2. The conventional metaphorical expressions are not a purely linguistic phenomenon, but the 
manifestation of a conceptual mapping between two semantic domains. Hence, the mapping 
is general and productive (and assumed to be characteristic of the human mind). 
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3. The metaphorical mapping is asymmetrical: the expression is about a situation in one domain 
(the target domain) using concepts mapped over from another domain (the source domain). 
4. The metaphorical mapping can be used for metaphorical reasoning about concepts on the 
target domain. 
Lakoff and Johnson (1980) identified three types of metaphors according to the cognitive 
function they perform: 
1. Structural metaphors: In this kind of metaphor, the source domain offers a relatively rich 
structure for the target concept, in other words, the cognitive function of these metaphors is 
to enable speakers to understand target A by means of the structure of source B. This 
understanding takes place by means of conceptual mappings between elements of the source 
domain and elements of the target domain.  
 
TIME IS MONEY 
You’re wasting my time. 
This gadget will save you hours. 
I don’t have the time to give you. 
How do you spend your time these days? 
That flat tire cost me an hour. 
I’ve invested a lot of time in her. 
 
In case of the conceptual metaphor TIME IS MONEY, the source domain is MONEY and 
the target domain is TIME. This metaphor maps all the structural elements of the domain of 
MONEY, which is a physical commodity, onto the TIME domain, which is an abstract concept. 
So, our everyday experience with money is used to conceptualize TIME (Lakoff and Johnson 
1980). 
2. Orientational metaphors: “organize the whole system of concepts with respect to one 
another” (Lakoff and Johnson 1980: 14). Most of these metaphors, such as UP-DOWN, IN-
OUT, FRONT-BACK, ON-OFF etc., are related with spatial orientation which ascends 
from our bodily interaction with our physical environment. However, the authors claimed 
that these metaphorical concepts might vary depending on the cultural experience. They 
gave the example of the concept of future which is seen in some cultures as future is in front 
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of us, whereas in other cultures it is in the back. They give the MORE IS UP; LESS IS 
DOWN as an example of orientational metaphor illustrated by the following sentences: 
 
The number of books printed each year keeps going up, his draft number is high, my 
income rose last year, the amount of artistic activity in this state has gone down in 
the past year. The number of errors he made is incredibly low. His income fell last 
year. He is underage. If you’re too hot turn the heat down. (Lakoff and Johnson 1980: 
15) 
 
To demonstrate the physical basis of this orientational metaphor, they stressed that adding 
more elements to a container would make the level go up. 
3. Ontological metaphors: The main purpose of these metaphors is to help us understand our 
abstract experiences in terms of some more concrete “objects and substances” (Lakoff and 
Johnson 1980: 27). For instance, in the metaphorical expressions “you have got so much 
hostility in you,” “there is so much hatred in the world,” viewing hate and hostility as entities 
allows us to quantify them and turn them from abstract feelings into quantifiable objects. 
Another example is INFLATION IS AN ENTITY metaphor. This metaphor makes it 
possible to think of and refer to the experience of rising prices as substances or entities. The 
metaphor is expressed in phrases like “inflation is lowering our standard of living,” 
“inflation is backing up into a corner,” “we need to combat inflation.” Lakoff and Johnson 
(1980: 26) commented:  
 
In these cases, viewing inflation as an entity allows us to refer to it, quantify it, 
identify a particular aspect of it, see it as a cause, act with respect to it, and perhaps 
even believe that we understand it. Ontological metaphors like this are necessary for 
even attempting to deal rationally with our experiences. 
 
Ontological metaphors also include personification as its type, where something which is 
non-human is perceived as human. For example, “his theory explained to me the behavior of 
chickens,” “inflation is eating up our profits,” “his religion tells him that he cannot drink fine 
French wine” (Lakoff and Johnson 1980: 33). Hence, non-human entities are comprehended in 
terms of human motivations, characteristics, and activities. Lakoff and Johnson (1980: 34) 
suggested that “what they all have in common is that they are extensions of ontological 
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metaphors and that they allow us to make sense of phenomena in the world in human terms 
that we can understand on the basis of our own motivations, goals, actions, and characteristics.” 
We should also stress that the mapping between the two domains is partial and features 
particular aspects of the target. To illustrate this, Lakoff and Johnson (1980: 52-53) point out 
the metaphor THEORIES ARE BUILDINGS, in which the foundation and the outer shell of 
the source domain concept are employed to structure the target, whereas other parts such as 
corridors and rooms form the unused part of the metaphor. Consequently, this partiality is 
accepted and seen as a natural process, because if the mappings were total, then the two 
concepts would become identical.  
An important observation made by conceptual metaphor theorists is that conceptual 
metaphors are unidirectional. This means that metaphors map structure from a source domain 
to a target domain but not vice versa. For example, while we conceptualize LOVE in terms of 
JOURNEYS, we cannot conventionally structure JOURNEYS in terms of LOVE: travelers are 
not conventionally described as “lovers,” or car crashes in terms of “heartbreak,” and so on. 
Hence, the terms “target” and “source” encode the unidirectional nature of the mapping (Evans 
and Green 2006: 296). 
This leads us to question what licenses highlighting particular mappings and hiding others 
and how these metaphoric mappings are restricted. The CMT holds that the Invariance 
Principle may solve this issue. According to Lakoff (1993: 215) “Metaphorical mappings 
preserve the cognitive topology (that is, the image schema structure) of the source domain, in 
a way consistent with the inherent structure of the target domain” (e.g., the exterior of a 
container is mapped into the exterior of an object, and not the interior). The metaphoric 
mapping could be constrained through assuring that image schematic organization is preserved 
in the process of conceptual metaphor creation. Turner (1990: 252) puts it as follows: “In 
metaphor we are constrained not to violate the image-schematic structure of the target; this 
entails that we are constrained not to violate whatever image-schematic structure may be 
possessed by non-image components of the target.” 
5.5.2   The Multimodal approach to conceptual Metaphor 
If we assume that metaphor only exists in verbal modalities, and hence consider metaphor a 
feature of language alone and not cognition; we might be contradicting the CMT belief that 
metaphor is considered as a cognitive system that structures our thoughts and behavior rather 
than merely a language phenomenon: “metaphor is primarily a matter of thought and only 
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derivatively a matter of language” (Lakoff and Johnson 1980: 153). Nonetheless, CMT 
researchers limited their investigations to language and paid little attention to non-verbal 
manifestations of conceptual metaphor, and it took a long while before scholars within this 
approach began to produce an avalanche of publications where they creatively applied theories 
of metaphor to studies of various visual images (e.g., Johns 1984; Hausman 1989; Whittock 
1990; Wollheim 1993, etc.). 
It is particularly relevant in the field of cognitive semantics the contribution of the study 
of pictorial metaphor by Forceville (1996, 2002, 2006, 2007, 2009, 2012, 2016). His theory 
offers a very detailed and useful model for the analysis of metaphors in advertisements and has 
been widely adopted later on by scholars (Cortés de Los Ríos 2001, 2010; Hidalgo and 
Kralievic 2011; Velasco and Fuertes 2006; Pérez Sobrino 2014, 2017; Pérez Hernández 2019, 
among others). In his works, Forceville sheds light on novel and creative metaphors rather than 
conventional ones. His study provides a beneficial understanding of how conceptual metaphors 
can take various realizations. In Forceville (1996), four types of pictorial metaphors were 
distinguished. Moreover, the four subtypes of pictorial metaphors are “contextual” metaphor; 
“hybrid metaphor;” “simile,” and “integrated metaphor.” The Dutch scholar characterized the 
four types as follows (ibid. 1996: 138-163): 
1. Contextual metaphor. One term is depicted; the other is not depicted but unambiguously 
suggested by the pictorial context. Removal of the pictorial context results in the 
disappearance of the second term, and hence in non-metaphor. In most cases the pictorially 
present term is, or refers metonymically to, the product advertised. While (mentally) 
removing the verbal, context does not usually affect the identification of the two terms, such 
removal may render difficult or impossible their characterization as target and source – and 
hence make the interpretation of the metaphor as a problematic whole. 
2. Hybrid metaphor. Parts of both terms are pictorially represented, resulting in a hybrid 
phenomenon perceived as a single gestalt. Removal of the pictorial context – if present in 
the first place – still allows for identification of both terms. Removal of the verbal context 
does not affect the identification of the two terms, although it may render difficult or 
impossible their characterization as target and source respectively, and hence the 
interpretation of the metaphor as a whole.  
3. Pictorial simile. Both terms are pictorially represented in their entirety. Removal of the 
pictorial context – if present in the first place – still allows for identification of both terms. 
Chapter 5. Conceptual metaphor and metonymy  
90 
 
Removal of the verbal context again does not affect the identification of the two terms, 
although it may render difficult or impossible their characterization as target and source 
respectively, and hence the interpretation of the metaphor as a whole. 
4. Integrated metaphor. A phenomenon that is experienced as a unified object or gestalt is 
represented in its entirety in such a manner that it resembles another object or gestalt even 
without contextual cues. 
More recently, Forceville (2002) adapted not only the names of the four categories, but 
also proposed that the fourth type, verbo-pictorial metaphor, which no longer belonged 
exclusively within the realm of the visual and suggested that it should be better regarded as a 
subtype of a superordinate category, to be labeled “multimodal metaphor.” Forceville (2009a) 
distinguishes between two types of metaphors: monomodal and multimodal metaphors. 
According to him a monomodal metaphor is a metaphor whose target and source domains are 
exclusively rendered in one mode such as pictorial or verbal metaphors; whereas a multimodal 
metaphor is a metaphor whose target and source domains are cued simultaneously or 
predominantly in more than one mode. As regards to the identification of the source and target 
domain, Forceville (2007: 18) suggested that it must be recognizable in one or more of the 
following ways: 
1. It is visually represented, counting as such if it is either itself depicted, or one or more 
elements metonymically related to it are depicted.  
2. It is sonically represented, counting as such if a non-musical, non-verbal sound 
unambiguously associated with it is used to cue its identification.  
3. It is musically represented, counting as such if a musical theme unambiguously associated 
with it is used to cue its identification.  
4. It is represented in spoken words, counting as such if an on-screen character or a voice-over 
identifies it, or if one or more elements metonymically related to it are voiced.  
5. It is represented in written words, counting as such if it, or one or more elements 
metonymically related to it, appears in written form onscreen (“supers”). 
It is also important to emphasize that Forceville (2012) suggested that the emphasis on the 
ABSTRACT A IS CONCRETE B in CMT has caused obstacles for manifestations of the 
CONCRETE A IS CONCRETE B variety, which in fact,  the majority of the examples  
discussed in Forceville (1996) are of this latter type: “the target domain here is a depicted 
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product (or an element metonymically related to this product), that is metaphorically to be 
understood in terms of another depicted, or visually suggested, entity” (ibid. 2012: 3); 
consequently, he proposed that a metaphor can be verbally rendered as NOUN A IS NOUN B. 
Recently, multimodal metaphors are generating considerable interest not only in 
advertising, but also, in films and videogames (e.g., Forceville 2016), cartoons (e.g., El Refai 
2003; Teng Norman 2009; Bounegro and Forceville 2011), and music (Zbikowski 2009). This 
last author, for instance, considered the topic of multimodality from the perspective of cross-
domain mappings between the musical and the linguistic domains. He explored the different 
ways music and language structure thought. To illustrate it, he used musical passages from 
Palestrina, Biber, Bach, Schubert, and Kern in order to demonstrate how music contributes to 
meaning construction and thus may serve as a source domain for a multimodal metaphor. 
5.5.3   Degree of metaphoricity 
Traditional metaphor scholars, (Goodman 1968; Wheelwright 1968; Ricoeur 1977, 1981) 
assumed that distinguishing between dead and live metaphors was a straightforward matter. 
They believed that live metaphors are those in which one can easily identify the metaphorical 
word and which cannot be taken literally. On the other hand, in dead metaphors, the 
metaphorical image has died out of overuse. “The eye of the needle” for instance was once a 
“live” metaphor but is now “dead”, having become an ordinary expression (Brown 1954: 120). 
Black’s statement demonstrates how familiar the assignment of dead and live properties to 
metaphor was between scholars: “For the only entrenched classification is grounded in the trite 
opposition (itself expressed metaphorically) between dead and live metaphors” (Black 1993: 
25).  
As opposed to the traditional view, Lakoff and Turner (1989) maintained that a huge 
amount of the so-called dead metaphors were in fact alive and active: “Determining whether a 
given metaphor is dead or just unconsciously conventional is not always an easy matter. 
However, there are plenty of clear cases of basic conventional metaphors that are alive, 
hundreds of them, certainly enough to show that what is conventional and fixed needs not be 
dead” (Lakoff and Turner 1989: 130). Furthermore, instead of classifying metaphors into dead 
and alive, they provided a distinction between not-conscious (historical and dead), unconscious 
(conventionalized, entrenched and live), and conscious (novel and live) metaphors. They held 
that conventionalization was a witness of extensive usage and of usual forms of 
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conceptualization, resulting in entrenchment and thus to an unconscious but highly influential 
“life” of verbal metaphors: 
 
One reason that some theorists have not come to grips with the fact that ordinary 
everyday language is inescapably metaphoric is that they hold the belief that all 
metaphors that are conventional are “dead” they are not metaphors any longer, 
though they once might have been. This position which fails to distinguish between 
conventional metaphors, which are part of our live conceptual system, and historical 
metaphors that have long since died out, constitutes the Dead Metaphor Theory. 
(Lakoff and Turner 1989: 128) 
 
Deignan (2005: 39) claimed that a system for categorization of metaphoricity would be an 
essential tool for metaphor analysis. She classified five types of metaphors, namely the living, 
innovative, conventionalized, dead and historical metaphors. In a similar vein, Hanks (2006: 
5) argued that some metaphors were more metaphorical than others:  
 
In the most metaphorical cases, the secondary subject shares fewest properties with 
the primary subject. Therefore, the reader or hearer has to work correspondingly 
harder to create a relevant interpretation. At the other extreme, the more shared 
properties there are, the weaker the metaphoricity. 
 
While making sense of Hanks’ quote, it implies that the degree of metaphoricity is a 
question of weak and strong metaphors. Muller’s (2008: 186) view lends support 
to the claim that implementing a cognitive approach to the issue of dead versus live metaphors 
discloses that “metaphoricity is by nature gradable.” She develops the claim that the same 
metaphor may be more active in one context and less active in another, which changes the state 
of a fixed property dead versus alive into a state of “the activation of metaphoricity.” 
5.5.4   Culture and conceptual metaphor 
 
“To study metaphor is to be confronted with hidden aspects of one’s mind and one’s 
culture.” (Lakoff and Turner 1989: 214) 
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This leads us to another major point in the theory of conceptual metaphor, which stresses that 
concepts are culturally10 and socially dependent. Hence, conceptual metaphors may be specific 
to one or several particular cultures. As we have seen above, Lakoff and Johnson claimed that 
there was a tight relation between embodied conceptualization and cultural value in what they 
named orientational metaphors: “It would be more correct to say that all experience is cultural 
through and through, that we experience our world in such a way that our culture is already 
present in the experience itself” (Lakoff and Johnson 1980: 57). 
Lakoff and Johnson’s (1980) seminal work, which shed light on embodiment, might lead 
one to assume that most metaphors are grounded on bodily human experience, and thus are 
universal. However, in disagreement with Lakoff and Johnson, Kövecses (2000) argued that 
there were wide cultural differences between any two cultures, which makes Lakoff and 
Johnson’s argument of universal conceptual metaphors doubtful. 
For instance, the metaphor TIME IS MONEY discloses a Western cultural 
conceptualization of time, which perceives time as a valuable commodity. Nevertheless, in the 
Arabic culture, time is approached as abundant, for example: a) If today goes away, tomorrow 
is coming, b) take your time (Aziz 1982). Thus, metaphor plays a role in instantiating particular 
social values through representing a specific area of social reality. Wilson (1992: 883) argued 
that “Our conceptual systems are fundamentally metaphorical in nature and play a role in 
defining everyday reality. Language, in particular metaphor, helps form social reality.”  
Deignan et al. (1997) noted that cross cultural differences in conceptual metaphors were 
mainly manifested in the following three aspects: i) same conceptual metaphor and different 
linguistic expressions; ii) different conceptual metaphors; and iii) words and expressions with 
similar literal meanings but different metaphorical extensions. On the other hand, Kövecses 
(2005) classified the cultural causes resulting in these variations into two main types: 
“differential experience” and “differential cognitive styles.” Examples of differential 
experience include physical setting, social history, social context, folk theories, personal 
interests and the like. By “differential cognitive styles,” he refers to different conceptual 
metaphors and metonymies. They are indeed examples of the internal and external 
manifestations of a culture. 
In order to explain the different ways of conceptualizing HAPPINESS among different 
cultures such as Chinese and American, Yu (1995) observed that the Americans portrayed 
 
10 See the discussion on conceptual metaphor in Gary B. Palmer's (1996) book Toward A Theory of 
Cultural Linguistics. 
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happiness as BEING HAPPY IS BEING OFF THE GROUND, whereas the Chinese 
conceptualize happiness as HAPPINESS IS FLOWERS IN THE HEART. He assigned this 
variation in the way of conceptualizing to the conventional behavior concerning emotions 
among Chinese people. According to Yu (1995), Chinese people are introverted, because they 
prefer to keep their feelings in the heart and hence favor to metaphorize their happiness as 
“flowers in the heart.” The Americans, who appear to be more extroverted, prefer to express 
their feelings more externally through certain actions like being “off the ground.” 
Deignan (2005) pointed out that some cultures might prefer different source domains. 
Therefore, some conceptual metaphors are more relevant than others in different cultures. That 
is to say, the rate of recurrence of conceptual metaphors used in different cultures helps reveal 
the cultural practices of the people. Kövecses (2005: 11) explained this phenomenon in terms 
of “main meaning foci.” He claimed that each source domain had a key theme (main meaning 
foci). For instance, “heat” is always employed to describe “intensity” while “journey” is always 
applied to “love.” These main meaning foci are cultural, depending on what is indicated as 
basic and central knowledge of the source domains, which is agreed upon by a certain 
community. For example, the target domain LIFE is usually conceptualized in terms of game, 
journey and war in America; whereas the Hmong speakers conceptualize LIFE as a “string” 
that can be cut and broken (Kövecses 2005: 71). 
Finally, Boer (2003) shed light on the cultural variation in conceptual metaphor. He 
believes that conceptual metaphor manifests itself on how different cultures evaluate the same 
source and target domains. For instance, the GOVERNMENT IS A MACHINE metaphor may 
induce a negative judgment of connoting the government as impersonal and inflexible. 
However, in countries where governments are authoritative, this metaphor can provoke a 
positive connotation of appreciating the government as effective and running smoothly. 
Charteris-Black (2003) also supported the idea that conceptual metaphor reflected the 
evaluative perspective of the culture. For example, the conceptual metaphor BLACK IS BAD 
may merely relate only to some communities because other communities do not evaluate the 
black color negatively. 
Kövecses (2010: 217) surveyed a number of issues that formed a part of the “metaphor-culture 
interface,” and he made the following suggestions: 
 
First, some conceptual metaphors appear to be near-universal or potentially universal 
(though not universal in an absolute sense).  
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Second, such universal metaphors seem to result from certain commonalities in 
human experience. These commonalities constitute universal embodiment on which 
many conceptual metaphors are based.  
Third, it is important, however, not to think of embodiment as a mechanical and 
automatic force shaping conceptual metaphors (and conceptual systems in general) 
but as a complex set of factors to which speakers can apply differential experiential 
foci.  
Fourth, in the course of metaphorical conceptualization in addition to the pressure of 
embodiment, human beings also observe the pressure of context. The effort to be 
coherent with the local context may be an important tool in understanding the use of 
metaphors in natural discourse. 
Fifth, metaphors vary not only cross-culturally but also within cultures. This 
variation can occur along a number of dimensions including the social, regional, 
ethnic, style, subcultural, diachronic, and individual dimensions. 
Sixth, there is some agreement among scholars that a major function of the 
metaphors we find in discourse is to provide coherence. This issue can be related to 
the notion of intertextuality. 
 
Furthermore, Forceville (2009a: 2) claimed that “the understanding of culturally 
embedded knowledge and beliefs may highly benefit from the study of multimodal metaphor 
manifestations.” This complex relation between metaphor and culture still holds much room 
for further exploration, and more attention should be devoted to fill the gap (Gibbs 1999; 
Kövecses 2005; and Forceville 2009a, among others).  
5.6   Primary metaphor theory 
Murphy (1966), among others, observed that the drawback of the CMT is the contradiction 
revealed by two claims: the first is that the target domain contains an invariant that restricts the 
metaphoric mapping and entailments; and the second is that the target domain is abstract. 
Hence, these two notions are inconsistent in the sense that if a target already possesses an 
inherent structure, why will it necessitate a metaphoric structuring? The invariance principle 
was, as admitted by Lakoff and Johnson (2003: 254), an “unfortunate” consequence of a 
“projection metaphor,” upon which their understanding of metaphor at the time was based. 
Grady’s model of metaphor came as a more sophisticated solution to the problem of the 
partial transference of mappings (Grady 1997). He tackled this problem through proposing that 
there were two types of conceptual metaphor: primary metaphor and compound metaphor. 
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Primary metaphors are described by Grady et al. (1999: 101) as a “special class of entrenched 
associations based on neither similarity nor analogy.” Primary Metaphor Theory differs from 
CMT in Grady’s proposition that reflects a pairing between the primary target and the source 
concept that are both experientially basic: “one physical, or sensory,” and the other one 
“mental, or non-sensory” (Grady 2005: 1605). Thus, the mappings are unidirectional, from 
objective to subjective rather than from concrete to abstract (see Figure 10). In other words, 
primary source concepts concern “sensory-perceptual experience,” whereas primary target 
concepts relate “subjective responses to sensory-perceptual experience” (Evans and Green 
2006: 305).  
 
Figure 10. Primary metaphor (Evans and Green 2006: 308) 
Primary metaphors are basic. Grady (1997: 30) stated that “they refer to simple aspects or 
dimensions of subjective experience, not confined to any particular, rich domain, but 
crosscutting these domains.” Hence, primary metaphors connect only two basic concepts and 
not the entire domains. 
Furthermore, a consequence of the view that primary metaphors are the outcome of 
“recurring correlations between fundamental dimensions of experience” is the likelihood of 
presenting cross linguistic universals11. These correlations occur in the first stages of human 
development. In a primary metaphor, the source concept is the result of “a basic dimension of 
sensory experience, whether visual, tactile, or in any other modality heaviness, brightness, 
forward motion, upright position, etc.,” and the primary target is derived from “an equally 
 
11 Lakoff and Johnson (2003: 257) believed that many primary metaphors were universal “inevitably 
… because everybody has basically the same kinds of bodies and brains and lives in basically the same 
kinds of environments”. Nontheless, based on comparison of the primary metaphor SIMILAR IS 
CLOSE across different languages, Grady (2005: 1611) concluded that primary metaphor was “likely 
but not certain to arise”. 
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fundamental element of mental experience, but one not primarily associated with a particular 
sort of sensory impression such as effortfulness, happiness, similarity, achievement of a 
purpose, etc.” (Grady 2005: 1606).  
Hence, Grady supported the principle of mental embodiment theorized earlier in the 
cognitive approach and preserved the assumption of the experientialist basis of CMT. He 
claimed that primary metaphor formation is also based on experiential correlation. He (ibid: 
31) argued that this phenomenon was motivated by primary scenes, which he defined as: 
“recurrent patterns of experience in which simple dimensions of perceptions are associated 
with simple dimensions of meaningful interpretation or response.” For instance, the metaphor 
QUANTITY IS VERTICAL ELEVATION, in which quantity and height correlate in 
experiential terms, as in the price of share is going up. This recurrent experience is the core for 
the conventional association between the concepts QUANTITY and VERTICAL 
ELEVATION. He accounted for this metaphor as follows “QUANTITY is a parameter in any 
realm, while VERTICAL ELEVATION is a physical variable perceived by the senses.” That 
is to say, QUANTITY reflects subjective responses to sensory perception, and represent 
“judgements, assessments, evaluations, and inferences” (ibid: 31), while VERTICAL 
ELEVATION reflects our physical interaction with the world.  
On the other hand, compound metaphors are created through the unification of primary 
metaphors (Evans and Green 2006). To describe compound metaphors, Grady (1997) revisited 
the conceptual metaphor presented by Lakoff and Johnson (1980) THEORIES ARE 
BUILDINGS. According to Grady, THEORIES ARE BULDINGS cannot be qualified as a 
primary metaphor but rather a compound metaphor considering three important criteria: 
1. It necessitates the association of two complex domains of experience. Since both 
THEORIES and BUILDINGS are both complex and rich, they can be broken to component 
parts, and as we have mentioned earlier, primary metaphors only relate two simple concepts.  
2. It lacks an experiential motivation. As we have seen, primary metaphors are grounded on 
experiential basis. However, in the metaphor THEORIES ARE BUILDINGS this 
experiential basis is absent. In this regard, Evans and Greens (2006: 309) suggested that “we 
can hardly claim that theories and buildings are closely correlated with one another in our 
everyday experience of the world.” According to Grady (1997: 44), this metaphor is the 
combination of two primary metaphors: VIABILITY IS ERECTNESS and 
ORGANISATION IS PHYSICAL STRUCTURE.  
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3. Another evidence that THEORIES ARE BUILDINGS is not a primary metaphor is the 
poverty of mapping (Grady 1997). In other words, not all components of the source domain 
are mapped into the target domain, so we can detect “mapping gaps” as in this example that 
Grady (ibid: 40) provides: 
a) This theory has French windows. 
b) The tenants of her theory are behind in their rent. 
On the contrary, primary metaphor leaves no “mapping gaps” because it associates two 
simple concepts (bid: 41). Finally, Grady’s (1997) influential study revealed that primary 
metaphors were at work in all of the complex mappings discussed, and that these basic 
mappings provided the framework that interwove the larger metaphorical schemata. 
5.7   Recent approaches to metaphor: Blending theory 
Among recent trends in Cognitive Linguistics is the blending theory, which was originated in 
the middle of the 90s. The notion of blending, known alternately as online meaning 
construction, conceptual integration, the many space model, and the network theory, developed 
from Mental Space Theory (MST) and Conceptual Metaphor Theory (CMT) (Fauconnier 
1994). Generally speaking, blending theory has a more direct relation to mental space theory12, 
to the extent that some cognitive semanticists claim that it is an extension of this theory. In fact, 
it shares with the MST a pivotal concern in the dynamic aspects of meaning construction, and 
its reliance upon mental spaces as part of its architecture. (Evans and Green 2006).  
This theoretical framework strives to explore the role of language in meaning construction 
in everyday life, and it is understood as a basic cognitive operation that result in “new meaning, 
global insight, and conceptual compressions” (Fauconnier and Turner 2003: 58). Compared to 
the systematic nature of the mappings in conceptual metaphor, blending usually involves novel, 
on-line conceptualizations. Instead of domains, it implies the notion of mental spaces.  
Central to conceptual blending theory is the notion of conceptual integration network, a 
mechanism of mental spaces in which the process of conceptual blending is modelled 
(Fauconnier and Turner 1998). This network consists of two or more inputs where the elements 
of each input are linked by mappings which give rise to a generic space. This generic space 
 
12 According to Fauconnier and Turner (2002) mental spaces are temporary domains that arise as a result 
of ongoing conversation, or reflection, where our backstage knowledge combines with online 
information. Thus, semantic meaning is created directly in context, therefore, it cannot be separated 
from pragmatic meaning.   
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contains structure common to all spaces in the network. The fourth space is called a blended 
space, and it includes a new emergent structure. It should be noted that this projection is 
selective, and not all counterparts are included in the final emergent structure. 
 
Figure 11. A four-space conceptual blending network (Fauconnier and Turner 2003: 59) 
The most recurrent example, which is routinely cited in the literature, is the sentence: “This 
surgeon is a butcher” (Grady et al. 1999: 422), (see Figure 11). This blend contains structure 
from both inputs, it also contains additional structure projected from neither input spaces. Thus, 
it includes the first input space, the BUTCHERY space, which contains two roles, that of 
butcher and that of commodity, which is an animal. Secondly, the input space of SURGERY, 
it includes the surgeon and the patient. In this way, the mappings are established between these 
entities, on the one hand, and other mapping between the instruments, scalpel and cleaver, and 
also operating room and abattoir. The generic space includes the structure shared by the two 
inputs, that is, the roles of agent and undergoer, a sharp instrument, a location, and a procedure. 
The blend not only inherits the elements and structure from the input spaces of SURGERY and 
BUTCHER, but it also creates a new structure of its own: the unskilled, incompetent and 
possibly brutal surgeon.  
The idea of incompetence is what is referred to as the emergent structure, or in other words, 
elements that do exist in neither input. Moreover, this blended space is created through three 
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basic processes:  composition, completion, and elaboration. The first involves the projection of 
elements to the blend, where they may be arranged in a way which result in new relations that 
do not exist in the inputs. Projected elements that form counterparts in the inputs may for 
example be mixed in the blend, as in the SURGEON IS A BUTCHER example, when the 
identity of the surgeon and the role of the butcher were associated with the same person in the 
blend. In the process of completion, unconscious background frames are recruited to the blend 
in order to complete the composition process: “structure is recruited to fill out or complete the 
information projected from the inputs in order to derive the blend” (Evans and Green 2006: 
410). Finally, the elaboration process gives rise to the blend through online processing, less 
technically, it encompasses an imaginative simulation of the event in the blend.  
The following points can be made to summarize the most distinctive points between 
conceptual metaphor theory and blending theory. First of all, The CMT put emphasis on 
cross-domain mappings, and tends to restrict its scope to the study of metaphors and 
metonymies; in contrast, blending theory makes use of multi-space model that not only 
connects conceptual domains but integrates or “blends” them. While the mappings hold 
between domains in the CMT, Blending Theory makes use of mental spaces. Another 
important difference between the two theories is that blending theory offers an account of 
emergent structure.  Hence, it can be applied to various aspects of language, namely grammar, 
irony, counterfactuals, etc. “The many-space model explains a range of phenomena invisible 
or untreatable under the two-domain model and reveals previously unrecognized aspects of 
even the most familiar basic metaphors” (Fauconnier and Turner 1998: 183).  
Despite the fact that blending theory and CMT differ at many levels, they still provide 
complementary perspectives; each theory addresses certain aspects not explained by the other 
theory. As plainly claimed by Grady, Oakley and Coulson (1999), Blending Theory and 
Conceptual Metaphor Theory should not be considered two competing theories, rather they are 
related phenomena.  
5.8   Image schemas 
Johnson (2005: 18-19) defined image schemas as “recurring patterns of our sensory- motor 
experience by means of which we can make sense of that experience and reason about it.” 
Image schemas are thought of as experiential because they arise from our everyday interaction 
with the world. For instance, as children we put things in and take them out of various kinds of 
objects, thus we treat these things as containers. Yet, they are unconsciously thought of and 
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unnoticed because image schematic structuring is done automatically (Dodge and Lakoff  
2005: 60). Lakoff and Johnson (1999) called this phenomenon as “cognitive unconscious.” 
Interestingly, Mandler (2004) suggested that image schemas arise from sensory perceptual 
system in the early stages of human development and pave the way for concepts formation. In 
the same vein, Evans and Green (2006: 180) explained that “image schemas are concepts, but 
of a special kind: they are the foundations of the conceptual system, because they are the first 
concepts to emerge in the human mind, and precisely because they relate to sensory-perceptual 
experience, they are particularly schematic.” In fact, Johnson (2005: 20) argued that image 
schemas should not be comprehended as solely “mental,” or solely “bodily,” but as a continuity 
of our “physical interaction” with our activities of “imagination and thinking.” 
Cognitive linguistic analysis tries to demonstrate that image schemas have a crucial role 
in structuring metaphorical concepts, i.e., how metaphorical concepts are connected to our 
understanding of linguistic action (Gibbs 2006: 122). In order to illustrate this notion, Gibbs 
(2006: 123) provided an example of the image schema of containment “Our mouths, like our 
bodies, are experienced as containers, such that when containers are open, then linguistic action 
is possible.” 
Lakoff and Johnson (1980: 34) suggested that container metaphors are a hybrid of 
orientational and ontological metaphors. Using this metaphor helps us understand many things 
as a CONTAINER, therefore making abstract things more concrete. For instance, “moving out 
of one room into another” “I have him insight,” “he is out of sight.” They also maintain that 
human beings are containers with boundaries and an orientation of inside and outside. This 
orientation is used both for other physical objects and also for non-physical objects, e.g., events, 
actions, activities, states. Examples of activities as a container are a) The problem will be dealt 
with in the next discussion; b) You can see his feelings in his writings; c) She could not get out 
of laughing. Moreover, states and emotions are containers, too: a) He fell in love; b) We will 
be out of the trouble soon; c) He fell into a depression; d) She fell into silence and said no more 
words. Janda (2010: 9) affirms that containment metaphors arise in infancy: “One of the first 
experiences babies rehearse is that of the body as a container (in/out) by putting things in their 
mouth.” Johnson (1987: 21) rightly unveiled the pervasiveness of containment and 
boundedness features in our human bodily experience: 
 
We are intimately aware of our bodies as three-dimensional containers into which 
we put certain things (food, water, air) and out of which other things emerge (food 
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and water wastes, air, blood, etc.). From the beginning we experience constant 
physical containment in our surroundings [. . .]. We move in and out of rooms, 
clothes, vehicles, and numerous kinds of bounded spaces. We manipulate objects 
placing them in containers. (Johnson 1987: 21) 
 
In what follows, we will illustrate this theoretical description with a diagram of the 
CONTAINER image schema.  
 
Figure 12. CONTAINER image schema (Evans and Green 2006: 181) 
According to Evans and Green (2006: 181), this schema is comprised of the following 
structural elements: the interior, boundary, and the exterior. The (LM) exemplified by the 
circle, which is the shortening of landmark, consists of the interior, which is the area inside the 
boundary; the boundary itself; and the exterior, which is the area outside the landmark, all 
contained within the square. 
Let us consider the two variants of the CONTAINER schema lexicalized by out provided 
by Evans and green (2006: 182):  
 
  
Figure 13. John went out of the room 




Figure 14. The honey spread out 
The image schema in Figure 12 differs from the image schema in Figure 13 and 14 because 
the first one is basic, while the others are more specific and detailed because they give rise to 
distinct concepts related to containment and motion. In Figure 13, for instance, the trajectory 
(TR) John, which is the object that undergoes motion, moves from the interior, a position inside 
the LM, to occupy a location outside the LM, the exterior. In the example illustrated in Figure 
14, the meaning of out is different because it refers to itself, i.e., the honey occupies both the 
positions of TR and LM, which can be paraphrased respectively as “the honey spread itself 
out.” Hence, the honey resides in its original area, which is the LM, and the honey occupies the 
TR because it spreads beyond the boundary of its original position. Generally speaking, these 
examples demonstrate that image schemas can possess varying degrees of schematicity, where 
more specific image schemas arise from more fundamental schematic ones (Evans and Green 
2006). 
Johnson (1987: 126) listed the most important image schemas as follows: CONTAINER; 
BALANCE; COMPULSION; BLOCKAGE; COUNTERFORCE; RESTRAINT REMOVAL; 
ENABLEMENT; ATTRACTION; MASS-COUNT; PATH; LINK; CENTER-PERIPHERY; 
CYCLE; NEAR-FAR; SCALE; PART-WHOLE; MERGING; SPLITTING; FULL-EMPTY; 
MATCHING; SUPERIMPOSITION; ITERATION; CONTACT; PROCESS; SURFACE; 
OBJECT; COLLECTION. 
In the same vein, Hampe (2005: 2-3) provided another classification, in which he stated 
that the image schema list had never constituted a closed set:  
1. a). CONTAINMENT/CONTAINER, PATH/SOURCE-PATH-GOAL, LINK, PARTWHOLE, 
CENTER-PERIPHERY, BALANCE. b). The FORCE schemas: ENABLEMENT, BLOCKAGE, 
COUNTERFORCE, ATTRACTION, COMPULSION, RESTRAINT, REMOVAL, DIVERSION. 
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2. a). CONTACT, SCALE, NEAR-FAR, SURFACE, FULL-EMPTY, PROCESS, CYCLE, 
ITERATION, MERGING, MATCHING, SPLITTING, OBJECT, COLLECTION, [MASS-
COUNT], [SUPERIMPOSITION]. b). UP-DOWN, FRONT-BACK. 
3. a). INANIMATE MOTION, ANIMATE MOTION, SELF MOTION, CAUSED MOTION. 
b). EXPANSION, RESISTANCE, LEFT-RIGHT. 
Evans and Green (2006: 190) provided a partial list of image schemas: 
 
Table 2. A partial list of image schemas by Evans & Green (2006: 190) 
5.9   Metonymy 
Traditionally, metonymy was considered as a figure of speech in which one word stands for 
another, and it was regarded as a trope and a pure linguistic phenomenon. However, with the 
arrival of cognitive linguistics, metonymy was recognized as a conceptual process, but it 
received initially little attention compared to metaphor, and this is manifested by the fact that 
Lakoff and Johnson only devoted one chapter to it (1980: 35-40). Recently, a respectful amount 
of research has been devoted to metonymy; it is even claimed by some scholars that metonymy 
may be more fundamental than metaphor in the conceptual organization (Barcelona 1997; 
2000, 2002, 2005, 2011; Gibbs 1994; Kalisz 2007; Mittelberg and Waugh 2009; Radden 2005; 
and Pérez Sobrino 2017, to name a few). 
Cognitive linguists assume that metonymy is a figure of thought based on conceptual 
contiguity (e.g., Dirven 2002; Gibbs 1994). This notion of contiguity is used to express “a close 
or direct relationship between two entities” (Evans and Green 2006: 311). Lakoff and Johnson 
(1980: 36) affirmed that: 
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Metaphor and metonymy are different kinds of processes. Metaphor is principally a 
way of conceiving of one thing in terms of another, and its primary function is 
understanding. Metonymy, on the other hand, has primarily a referential function, 
that is, it allows us to use one entity to stand for another. But metonymy is not merely 
a referential device. It also serves the function of providing understanding. 
 
According to this definition, it follows that metonymies have an associative relation. In 
other words, an entity is usually used to refer to another entity in the same domain, “a stand for 
relation.” Furthermore, metonymies are usually represented by the schema B for A, where B 
represents the source domain and A symbolizes the target meaning of the metonymic operation 
(Lakoff and Johnson 1980; Ruiz de Mendoza 2000). Later on, Lakoff and Johnson (2003) 
claimed that metaphors typically contain multiple mappings, but metonymies only use one. 
The crucial difference between metonymy and metaphor, as Ruiz de Mendoza (1997) 
proposed, is the nature of the mapping; whether it is external or internal, basically if the 
mapping occurs within the domain matrix or if the mapping is located between two separated 
domains.  
Langacker (1993) discussed metonymy in relation to a phenomenon he labels as reference-
point constructions, in which a metonymic expression picks up one main entity, then directs us 
to another entity that is less accessible. He argued, “the entity that is normally designated by a 
metonymic expression serves as a reference point affording mental access to the desired target” 
(1993: 30). This capacity is significant both for cognition and in terms of communication, 
because we can direct the addressee’s attention to the relevant target.  
Croft (1993), nonetheless, stressed that metonymy acts if one domain within the domain 
matrix is highlighted.  For instance, a) Proust spent most of his time in bed; and b) Proust is 
tough to read. Part of the domain matrix relates to sleeping habits, while the other aspect of 
domain matrix is associated to the literary work of Proust. Hence, using a particular lexical 
concept can highlight different domains within the domain matrix on different occasions 
(Evans and Green 2006). However, Lakoff and Johnson (1980) and later Lakoff and Turner 
(1989) stated that metonymy was not necessarily connected to an act of reference, but 
referentiality is only the first purpose of metonymy, apart from a group of metonymies that 
have a predicational basis.  
Different types of metonymy have been identified in the cognitive semantics literature. 
Lakoff and Johnson (1980: 38-39) provided a list of individual metonymies: e.g., PART FOR 
THE WHOLE, PRODUCER FOR PRODUCT, OBJECT USED FOR USER, CONTAINER 
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FOR CONTENTS, EFFECT FOR CAUSE, CONTROLLER FOR CONTROLLED, 
INSTITUTION FOR PEOPLE RESPONSIBLE, PLACE FOR INSTITUTION, and PLACE 
FOR EVENT. On the other hand, Kövecses and Radden (1998) observed that there are only 
two main fundamental categories which occur frequently in language: 1) those concerning part-
whole organization; and 2) those relating parts of a domain that stand for other parts. 
Kövecses and Radden (1998: 39) adopted a different definition about conceptual 
metonymy, and they considered it as a “cognitive process in which one conceptual entity, the 
vehicle, provides mental access to another conceptual entity, the target, within the same 
domain, or Idealized Cognitive Model (ICM).” They viewed metonymy in terms of access 
rather than mappings in the sense that metonymy grants a way of access for a particular target 
within a single domain. They also suggested that metonymic mappings might be reversed. For 
instance, THE WHOLE THING FOR PART OF THE THING, as manifested in the use of 
America for The United States, can be reversed into PART OF THE THING FOR THE 
WHOLE THING, as in England for Great Britain (ibid. 1998: 31). Barcelona (2000: 4) defined 
metonymy as “a special case of activation” coincides with Kövecses and Radden perspective. 
He explained this process as follows: “the metonymic mapping causes the mental activation of 
the target domain” (Barcelona 2000 :4).  
Furthermore, Kövecses and Radden (1998) investigated several cognitive and 
communicative principles supporting the conventionalization of a metonymy; it follows for 
example that we privilege human for metonymic vehicles: 1) HUMAN OVER NON-HUMAN, 
as in CONTROLLER FOR CONTROLLED; and concrete vehicle take precedence over 
abstract vehicle. 2) CONCRETE FOR ABSTRACT, for instance BODILY OVER 












HUMAN OVER ABSTRACT 
INTERACTIONAL OVER NON-INTERACTIONAL 
CONCRETE OVER ABSTRACT 
FUNCTIONAL OVER NON-FUNCTIONAL 
Perceptual selectivity 
IMMEDIATE OVER NON-IMMEDIATE 
OCCURRENT OVER NON-OCCURRENT 
MORE OVER LESS 
DOMINANT OVER LESS DOMINANT 
GOOD GESTALT OVER POOR GESTALT 
BOUNDED OVER UNBOUNDED 
SPECIFIC OVER GENERIC 
Cultural preferences 
STEREOTYPICAL OVER NON-STEREOTYPICAL 
IDEAL OVER NON-IDEAL 
TYPICAL OVER NON-TYPICAL 
CENTRAL OVER PERIPHERAL 
BASIC OVER NON-BASIC 
IMPORTANT OVER LESS IMPORTANT 
COMMON OVER LESS COMMON 
RARE OVER LESS RARE 
Communicative principles 
CLEAR OVER LESS CLEAR 
RELEVANT OVER IRRELEVANT 
Table 3. Constraints on possible vehicles in metonymy (Kövecses and Radden 1998: 64-65) 
Despite the fact that metaphor and metonymy have been understood as the two extreme 
poles, Goossens (1990) claimed that there was no clear-cut distinction between metaphor and 
metonymy, and that they may interact in many ways. He (ibid.) uses the term “metaphtonymy” 
to refer to all cases in which metaphor and metonymy co-occur, as opposed to “pure” metaphors 
and metonymies. Moreover, Radden also supported this idea and stated that distinguishing 
between the notions of metaphor and metonymy is “notoriously difficult” (Radden 2003: 93). 
Through examining and investigating data, Goossens (1995: 174) uncovered two types of 
interactions between metaphor and metonymy that frequently happen: “One in which the 
experiential basis for the metaphor is a metonymy, yielding what we call metaphor from 
metonymy, and the other in which the metonymy functioning in the target domain is embedded 
within a metaphor, i.e. metonymy within metaphor.” This leads some linguists, such as Ruiz 
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de Mendoza (2000: 115) to claim that the relation between metaphor and metonymy is a 
succession, rather than two separated phenomena.  
In a similar vein, Barcelona (2011) discussed two main patterns of conceptual interaction 
of metaphor and metonymy. The first type is labeled as conceptual motivation of metaphor by 
metonymy, and of metonymy by metaphor; and the second type, a combination of both of them 
resulting in the same expression. Nonetheless, Barcelona (ibid.: 47) took this one step further 
and suggested that the motivation of a conceptual metonymy by a conceptual metaphor is 
“extremely rare, if it exists at all,” whereas the motivation of conceptual metaphor by a 
conceptual metonymy is the most frequent one.  
Barcelona’s discussion of metaphor and metonymy interaction reinforces the basic 
meaning of metonymy rather than metaphor as we have stated above; he suggested that “the 
seeds for any metaphorical transfer are to be found in a metonymic projection.” (2003: 31). 
Niemeier (2003) argued that many metonymies anteceded metaphors, and that many, if not all 
metaphors, are dependent on a conceptually prior metonymic conceptualization. 
Other linguists also support this idea about the possible interactions between metaphor and 
metonymy (Ungerer 2000; Radden 2002, 2005; Dirven 2002; Uriós-Aparisi 2009; Barnden 
2010; Hidalgo and Kraljevic 2011; Pérez-Sobrino 2017, among others). 
5.10   Cognitive operations: Definition and typology 
As we have seen, preliminary discussions of metaphor and metonymies have been introduced 
in cognitive linguistics theories in proposals by Lakoff and Johnson (1980, 1999) on conceptual 
metaphors, metonymies, and image schemas. In a major advance, Ruiz de Mendoza and Peña 
(2005), Ruiz de Mendoza (2011) and, more recently, Ruiz de Mendoza and Galera Masegosa 
(2014) provided a more comprehensive and in depth understanding of these notions. Ruiz de 
Mendoza and Peña (2005: 58) define the notion of cognitive operations as: 
 
[. . .] a mental mechanism whose purpose is to derive a semantic representation from 
a linguistic expression (or from other symbolic device, such as a drawing) in order 
to make it meaningful in the context in which it is to be interpreted. 
 
As they highlighted, a cognitive operation is a mental mechanism designated to construct 
a semantic representation from a linguistic expression with the aim of coming out with a 
meaningful interpretation within a specific context. Hence, adopting this perspective which is 
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a usage-based account of language presents a major advantage for this study as it provides the 
analyst with precise conceptual mechanism involved in the construction of metaphor and 
metonymy, for example, correlation/resemblance for metaphor, expansion/reduction for 
metonymy, strengthening/mitigation for hyperbole, which they argue can be attested across 
levels and domains of linguistic enquiry. The present study is made in consonance with recent 
findings within the framework of Cognitive Linguistics (Pérez Hernández 2011, 2013a, 2013b, 
2016, 2019), which proved that this linguistic approach can fruitfully address some relevant 
issues in branding. 
A distinction between cognitive operations has been suggested by Ruiz de Mendoza and 
Galera Masegosa (2014), based on previous works by Ruiz de Mendoza (2011), Ruiz de 
Mendoza and Santibáñez (2003), and Ruiz de Mendoza and Peña (2005). These authors 
contend that cognitive operations fall into two main groups: formal and content operations, 
where the former is necessary to exist for the latter to be activated, but not the other way around.   
On the one hand, Ruiz de Mendoza and Galera Masegosa (2014: 85-86) argue that formal 
operations are “mental mechanisms that allow language users to variously access, select, 
abstract, and integrate conceptual structure as needed for production and interpretation 
purposes.” They identify five formal operations, namely cueing, selection, integration, 
abstraction, and substitution. The first formal operation and the most basic one is cueing, whose 
role is to provide access to the most relevant aspect of a concept. The second formal operation 
is selection, and it is closely related to the former operation in that it allows speaker to pick up 
relevant information depending on textual and contextual cues. As regards to abstraction, it 
underlies deriving common conceptual material from source and target domain thereby 
licensing cross-domain correspondences. The fourth operation is integration, which has been 
referred to in the cognitive-linguistic literature on blending (Fauconnier and Turner 2003).  
Ruiz de Mendoza and Galera Masegosa (2014: 87) suggest that “conceptual integration is not 
arbitrary: it consists in the guided combination of the selected conceptual structure.” Last but 
not least, they regarded substitution as a prerequisite for metonymy to take place. This formal 
operation occurs when a partial conceptual structure or a whole cognitive domain is replaced 
by a related conceptual structure or by a whole different conceptual model. Nonetheless, these 
higher-level operations have no hand in inference making, but they are necessary for supplying 
early conceptual representations for content operations to draw the necessary inferences.  
Content operations, by contrast, are lower-level mechanisms used to make inferences on 
the basis of linguistic or contextual signals (ibid: 2014). The Spanish linguists drew a 
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distinction between two basic categories into which different content cognitive operations 
belong to: “identity” (A IS B) and “stands for” (A FOR B) relations (ibid. 194). Let us briefly 
highlight each of these groups: 
“Identity relations,” or A IS B operations, are cross-domain mappings. The following cases are 
distinguished: Strengthening and mitigation, correlation metaphor, comparison metaphor, and 
echoing. 
1. Strengthening and mitigation. They are converse cognitive operations because they work in 
opposite directions if considered from the speaker’s or the hearer’s stance. Hence, in order 
to reach the appropriate interpretation, the hearer should perform the opposite mental 
mechanism. Ruiz de Mendoza and Galera Masegosa (2014: 197) regard strengthening and 
mitigation as “converse cognitive operations that work on scalar concepts, such as weight, 
height, and frequency by grading them up or down respectively along their corresponding 
scale.” In this respect, if mitigation is minimizing, then strengthening is maximizing.  
2. Correlation. The term correlation is used to refer to metaphors that are based on our 
association of experiences which arise from our interaction with the world. Lakoff and 
Johnson (1999) regarded correlation as operations grounded in experiential conflation, in 
which two separate domains are perceived in our mind as if they were the same category on 
the basis of continued co-occurrence in nature. For a correlation metaphor to exist, the 
occurrences should happen frequently in our daily life experiences, both in the source and 
in the target domain. Thus, this phenomenon of mental conflation gives rise to correlation 
metaphors like for instance, ANGER IS HEAT, which consists in the combination of 
following experiences: if we get angry, the body temperature arises; or metaphors like 
MORE IS UP, where we see quantity in terms of height (e.g., His popularity keeps going 
up, where growing popularity is seen as an ascending object). 
3. Comparison is broadly perceived as the mechanism by which we unfold similarities or 
differences across concepts. It is further subcategorized into resemblance and contrasting 
operations depending on the feature to be highlighted. When the mapping contains shared 
features from both domains, hence licensing further comparisons, is referred to as 
comparison by resemblance. Nevertheless, in comparison by contrast the focus is placed on 
the variations between two domains (Ruiz de Mendoza and Masegosa 2014). By way of 
illustration, Pérez Hernández (2011) considered how the brand Nivea, which means snow 
in Latin, may trigger a comparison operation between the source domain of snow and the 
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target domain of a facial cream. As shown in this figure, the mapping involves shared 




Figure 15. Comparison by resemblance (Pérez Hernández 2011: 374) 
4. Echoing is a notion that was proposed by Sperber and Wilson (1995) to account for irony 
from a cognitive-pragmatic perspective within relevance theory. Echoing is highly 
dependent on context. By way of illustration, imagine that someone says “she is a 
fashionista” to someone who is chubby and outdated. This utterance is an echo of a state of 
affair which cancelled out Sara’s mother previous opinion about her daughter (that she is 
beautifully dressed), hence echoing is context dependent. 
A FOR B category or “stands-for relation” consists of the following operations: Expansion 
and reduction metonymy, metonymic chains, parametrization and completion or saturation. 
1. Expansion and reduction are converse cognitive operations. Although both of them are the 
result of domain and subdomain relations, but they mirror two different kinds of metonymic 
relationships. The former, encompasses source-in-target metonymy where the subdomain 
is developed into the matrix domain, also termed part-for-whole metonymy. In other words, 
Ruiz de Mendoza and Galera Masegosa maintained that domain expansion consisted in 
“broadening the amount of conceptual material that we associate with the initial point of 
access to a concept” (2014: 93). One instance could be, the ham sandwich asked for the bill, 
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where the ham sandwich (subdomain) stands for the customer who has ordered it (matrix 
domain). 
 
Figure 16. Domain expansion underlying customer metonymy (Pérez Hernández 2011: 378) 
2. Domain reduction, on the other hand, usually involves a target-in-source metonymy, in 
which the whole matrix domain is focalized, and it is the product of “giving conceptual 
prominence to part of a concept or of conceptual system” (Ruiz de Mendoza and Galera 
Masegosa 2014: 93), it is also referred to as whole-for-part metonymy. For instance, the 
example provided by Pérez Hernández (2011: 379): Mercedes Benz has decided to cut down 
its production of luxury cars, a subdomain of the matrix domain of Mercedes Benz, stands 
for and highlights a prominent subdomain, Management board of a company. 
 
Figure 17. Domain reduction underlying the Mercedes Benz metonymy (Pérez Hernández 
2011: 379) 
3. Metonymic chains involve the chained combination of two or more metonymies in which 
the starting point is usually an expended or a reduced domain that results from a first 
metonymic operation affording access to another metonymic shift. Ruiz de Mendoza (2000) 
puts forward four patterns of interactions: (i) metonymic expansion plus metonymic 
Chapter 5. Conceptual metaphor and metonymy  
113 
 
reduction; (ii) metonymic reduction pus metonymic expansion; (iii) double metonymic 
expansion; (iv) double metonymic reduction. 
4. Parameterization has the power of making generic structure represent a particular structure. 
It is often the result of the use of the high-level metonymy GENERIC FOR SPECIFIC in 
order to regulate the meaning of the utterance to contextual necessities. Paradis (2000) 
exemplifies this concept by providing the semantic output underlying adjectives, such as 
bad, which has to be parametrized differently according to contextual aspects, for instance, 
bad in bad weather means unpleasant, in bad diet it implies likely to harm your health or 
your body, in a bad decision it suggests unsuitable, etc.). Moreover, Pérez Hernández (2011: 
381) describes how parametrization is context dependent by providing the following 
example: 
 
If we consider a wine brand such as Imperial, it is our knowledge that emperors used 
to live in a world of luxury, which allows us to think of this wine as a high-quality 
product in terms of taste and aroma. If the same brand name were to be used to refer 
to a horse or a car instead, the parametrization operation would trigger different 
interpretations, probably along the lines of a pure breed, i.e. a competitive horse, and 
of a luxurious and expensive car, respectively. Thus, the same brand name (i.e. 
linguistic cue) will be parametrized differently depending on the product that it 
names. 
 
5. Completion or Saturation is a phenomenon that has been studied under different names. 
Bach (1994) referred to it as “completion” while Sperber and Wilson (1986) saw it as 
another form of “enrichment,” but Recanati (2004) preferred to label it as “saturation,” 
which is the same label that de Mendoza and Galera Masegosa (2014) agreed upon. It is a 
mechanism whereby missing structures of linguistic patterns are fully elaborated into longer 
patterns on the basis of contextual information and linguistic cues. Hence, this content 
operation comprises the process through which we supply “construction to all undetermined 
expressions with missing or non-explicit information and substantial utterances (i.e. minor 
clauses) with the elided verb and partial associated clausal structure.” (ibid.: 98). An 
example of saturation is the utterance: Josh, I’m leaving to the church in two minutes. Are 
you ready? which has to be extended into a fully developed utterance like Are you ready to 
go out? However, they also stressed that not only the contextual information should be taken 
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into consideration but also the grammatical components in a way that both the syntactic and 
the semantic elements should be elaborated coherently. 
5.11   Cognitive tools in brand names: Previous studies 
As we have stated elsewhere, most of studies related to brand names are done by marketing 
scholars with the intention of boosting brand equity (Aaker 1996, 2009; Keller 1993, 2003; 
Kotler and Armstrong 2010, among others). Up to date literature related to this topic from a 
cognitive linguistic point of view is scarce, however some pivotal studies have been done, such 
as those by Zaltman & Zaltman 2008; Koller 2009; Pérez Hernández 2011, 2013a, 2013b, 
2016, 2019; Ching Lim & Hoon Ang 2013; Burcea 2016; Zeng 2019, among others. In 
advertising, on the other hand, there was a plethora of research dealing with multimodal 
metaphor and to a small extent metonymy (Forceville 1996, 2009; Forceville and Urios-Aparisi 
2009; McQuarrie and Phillips 2005; Velasco - Sacristán 2010; Cortés de los Rios 2010; 
Hidalgo & Kraljevic 2011; Villacañas & White 2013; Pérez Sobrino 2013, 2016, 2017, 
Bolognesi 2015; Kashanizadeh & Forceville 2020, among others). In what follows, we will list 
some of the studies that are of interest to our research. 
Pérez Hernández (2011, 2013a, 2013b, 2016, 2019), in a series of publications, studied 
how cognitive operations are involved in the creation and processing of some brand names and 
the generation of axiologically positive associations. She suggested that a set of finite cognitive 
operations, such as domain expansion and reduction, resemblance metaphors, correlation 
metaphor, mitigation and strengthening, among others, can account for the drawing of 
inferences on the basis of the cue provided by the brand name. Moreover, she suggests that 
using this set of cognitive operations in branding can (i) help in increasing the degree of 
suggestiveness and semantic richness of the brand name, (ii) lower the risk of generating 
negative associations and connotations, and (iii) trigger a higher cognitive economy in the 
interpretation of brand names. Finally, she stressed that cognitive operations are powerful tools 
for the creation of successful brand names.  
Zaltman and Coulter (1995: 38) claimed that Lakoff and Johnson’s metaphors were 
fundamental keys for advertisers to understand consumer thinking, behavior, and feelings and 
consequently, learn how to develop and market goods and services successfully.  
In a similar vein, in their book Marketing Metaphoria, Zaltman and Zaltman (2008) 
suggest that most thoughts and feelings are unconscious and are essentially governed by 
metaphors. They refer to different levels of metaphors, but focus on what they call “deep 
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metaphors,” which operate unconsciously, automatically and universally, and are encoded in 
us starting at a very young age. According to these authors, there are seven deep metaphors: 
balance, journey, transformation/change, container, connection, resource, and control. Thus, 
they explain how these deep metaphors could be used as a marketing strategy in brand 
positioning rather than using product attributes, which most marketers opt for.  
Koller (2009) examined multimodal metaphors in companies’ communication of their 
brand personalities. She argued that corporate brands are cognitively structured by the 
metaphor BRANDS ARE LIVING ORGANISMS, often specifically BRANDS ARE 
PEOPLE. The brand is made comprehensible by being conceptualized as an ideal person 
endowed with positive attributes. Her finding revealed that the predominant values in corporate 
discourse are growth, flexibility, dynamism, and connectivity.  
Similarly, Burcea (2016) explored the major metaphorical conceptualization related to 
brand in the marketing discourse and revealed that three frequent conceptual metaphors that 
guide our perception and reasoning about the brands, which are as follows: BRAND IS A 
HUMAN BEING, BRAND IS A BUILDING, AND BRAND IS AN ASSET, and she also 
identified less frequently used brand metaphors, such as those of Umbrella brand, and Flagship 
brand.  
Ching Lim & Hoon Ang (2013) investigated the influence of metaphors and product type 
on brand personality perception and attitudes. Their results suggest that metaphors can be 
strategically used to influence brand personality perceptions, particularly for utilitarian 
products. Moreover, they also suggest that brands using metaphors were generally perceived 
to be more sophisticated and exciting (but also less sincere and competent) than brands using 
literal words and pictures. Metaphors can thus be used not only for short-term objectives such 
as breaking attention threshold, but also for long term building of brand image and personality.  
Zeng (2019) analyzed the cognitive and pragmatic roles of conceptual metaphors and 
metonymies in brand names. By investigating a wide corpus of Oscar film titles, she argued 
that metaphor and metonymy are two powerful naming strategies for film branding. The 
findings revealed that certain source domains are frequently used in metaphorical and 
metonymic brand names, which she categorized as follows: with ANIMAL, IDIOM, 
JOURNEY, IMAGE SCHEMA and MOTION being mostly used as metaphorical source 
domains and PEOPLE, OBJECT, PLACE, SUB-EVENT, TIME and MOTION being mostly 
used as metonymic source domain. Four cognitive operations (comparison operation, 
correlation operation, domain expansion and domain reduction) activated by the two 
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conceptual tools (metaphor and metonymy) were frequently used, and their beneficial function 
during the process of film titles’ interpretation was evident. 
Nonetheless, most of the works cited above have focused mainly on verbal metaphors and 
metonymies and no analyses were carried out on the multimodal and pictorial modes. Thus, 
little has been done so far to determine what are the specific modes involved in the semantic 
make up of brand names, and whether there is a preference of certain cognitive operations over 
others depending on product type. The scarcity on this subject has fueled our desire to comply 
with previous research and explore the distribution of cognitive operations in our selected 
corpus of 297 brand names from different categories.  
To conclude, the objective of this chapter was to explain the choice of the CMT as a 
theoretical framework for this study. Hence, the basic tenets of the CMT theory were 
summarized. We have revised the pioneering work of Forceville on how metaphor can arise 
from the intersection of several modes and not only the verbal mode. Moreover, we elaborated 
on Ruiz de Mendoza and Galera Masegosa’s set of cognitive operations, and we explained their 
importance to our work. The last section draws on previous research that examined how a set 
of finite cognitive operations can account for the drawing of inferences on the basis of the cue 
provided by the brand name. Finally, in the next chapter we will present the methodological 





Corpus and methodology 
6.1   The Corpus of Moroccan anglicized brand names: Compilation and processing 
The corpus of this thesis consists of brand names that were drawn from the Moroccan database: 
(OMPIC) Office Marocain de la Propriété Industrielle et Commerciale 13 released between 
the years 2010-2017. We have mainly used this source for two reasons; first, because it includes 
all the brand names that are officially registered in Morocco and, secondly, it provides all kinds 
of information about the brand names. This extra information may be useful for identifying the 
metaphorical and metonymical domains. The corpus was selected taking into account the 
following procedure: 
1. The brands should be either English mixed with one of the varieties spoken in Morocco 
(Standard Arabic, Moroccan Arabic, Tamazight, or French) or entirely English. 
2. The brands should be creative in nature; therefore, brand names literally indicating the 
product were disregarded.  
3. The selected brands were only based on physical goods (Kotler and Armstrong 1997) (i.e. 
products whose purchase results in the ownership of something tangible) and this decision 
is based on the last statistics of Moroccan’s consumption expenditure on products and 
services, where physical goods take the biggest share, 66.8%14. 
The search was manual; from nearly 1545 brand names, 495 (32%) brands were written in 
English or in English mixed with another language. The rest of the brand names (66%) were 
written in French, Arabic or both; and only 2% were written in Spanish. At the beginning, the 
corpus was kept open on purpose, in order to harvest only those brands that would prove fruitful 
for the analysis. Furthermore, for a more specific selection, we established the following 
protocol:  
a) To keep only brand names involving at least one cognitive operation. 
b) To be axiologically relevant (meaningless names were eliminated).  
 
13 VOID.fr - Agence de production digitale. “Trademarks.” Office Marocain De La Propriété 
Industrielle Et Commerciale |, www.ompic.org.ma/en.  
14 “High Commissioner for Planning: Collection and Dissemination of Statistical Data on Morocco.” 
Maroc.ma, 3 Aug. 2017, www.maroc.ma/en/electronic-services/high-commissioner-planning-
collection-and-dissemination-statistical-data-morocco.  
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To ensure diversity in the corpus, we followed the categorization of the three product types 
provided by Copeland15 (1924: 129) based on “consumers buying habits.” This classification 
depends on how much time and cognitive effort is spent in the purchasing process. Recently, 
this classification was used by Pérez-Sobrino (2017: 3) in the investigation of 210 
advertisements containing figurative meaning. She claimed that “product type is an influential 
factor in determining the effectiveness of metaphor advertising, and by extension of the rest of 
cognitive operations”:  
• Convenience goods: low priced products that are bought with little planning and little 
effort.  
• Shopping goods: items that involve more planning and a higher shopping effort. 
• Specialty products: (Expensive commodities e.g., Cars, and diamonds)16. 
The final target sample is 297 (60%) brand names containing one or more of the criteria 
listed previously. Of these, 96% of the corporations have a Moroccan origin but 4% of them, 
although founded in Morocco, were not founded by a Moroccan; therefore, in the selected 
corpus we have foreign names like Jane, Rexon, Benson, and Silia, etc. 
Even if the corpus in hand cannot be considered exhaustive, we tried to guarantee the 
variety and representativeness of our corpus, so we included brand names belonging to 
different product types. For the purpose of the study, the samples were organized into 
categories and analyzed accordingly. This resulted in seven subgroups17 within the two general 
groups of convenience and shopping goods: 
Convenience goods:  
1. Drinks (juice, beverage, energy drink, iced tea) 
2. Food (sweet food, ice creams, chips) 
3. Personal care (soap, shampoo, wipes, diapers, baby wipes, body lotion, menstrual pads) 
 
15 Other classifications were provided by Cf. Ang and Lim (2006) for symbolic versus utilitarian 
products, or Chang and Ten (2013) classification, hedonic versus utilitarian product; however, we agree 
with Pérez-Sobrino’s view (2017) who argued that it is not possible to draw a clear cut between these 
taxonomies, especially  when dealing with brands belonging to a developing country;  that is to say, a 
smart phone might be a hedonic product for someone living in Morocco, but it will be considered a 
utilitarian for someone living in Spain. 
16 It is relevant to mention that specialty products were scarce (only two brand names of luxury cars), 
and this is due to geographic and economic factors like the location and professional status of the 
Moroccan consumer. However, this category is not analyzed since we cannot base our findings on 
analyzing only a couple of brands.   
17 For a detailed classification see the appendix 
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4. Cleaning products (washing powder, dish detergent, cleaning liquid, fabric softener, bleach) 
Shopping goods: 
5. Cosmetics and perfumes 
6. Clothing, accessories and footwear 
7.  Household appliances (mattresses) 
Identifying the product’s type was significant to the explanation of the semantic meaning 
of each brand name because the brand acts as a cue for the activation of lower-level content 
operations. To illustrate, using gold in naming chips, is not the same thing as using it in naming 
a facial cream. It is true that in both cases we have a comparison metaphor, but thanks to another 
formal operation, selection, the golden color was selected and mapped onto the chips; whereas, 
the shininess and glow of gold was selected and mapped onto the facial cream.  
The products are not completely homogenous, so the classification was not easily done. 
Still, the general idea exists, so it is possible to represent different varieties and to include brand 
names for as many different products as possible.  
6.2   Research method 
In this section, we present the methodological decisions that lie behind the analysis and results 
corresponding to Chapter 7 and 8. There are different ways of understanding and analyzing 
brand names. However, we decided to study them using a combined cognitive-axiological 
approach. A qualitative research design was pursued. The study depends on a qualitative 
analysis, as the focus is to identify and examine first, the role of cognitive operations together 
with their axiological values in shaping the semantics of brand names, and secondly, to explore 
the creative nature of using anglicisms in Moroccan brand names, and how they are used to 
add positive connotations. Subsequently, the frequency of their occurrence will be assessed in 
relation to both, convenience and shopping goods. Accordingly, our intention is to broaden the 
discussion, which has focused more. on the verbal instantiations of cognitive operations and 
axiological values in branding by investigating how they are encoded verbally and 
multimodally as well as to unravel the preferred mode used to cue the conceptual operations at 
work.  
6.2.1   Method used for identification of metaphors and metonymies 
In the pursuit of this endeavor, we preferred to follow the lines of the theory of cognitive 
linguistics outlined over the last decades (amongst others, see Lakoff and Johnson 1980; 
Chapter 6. Methodology  
120 
 
Johnson 1987; Lakoff 1987, 1993; Ungerer 1996, 2000; Forceville 1996, 2006, 2009; Ruiz de 
Mendoza 2000, 2005, 2014). Preliminary discussions of cognitive operations have been 
introduced in cognitive linguistics theories proposed by Lakoff and Johnson (1980), Lakoff 
(1987), and Lakoff and Johnson (1999), including their assumptions on conceptual metaphors 
metonymies, and image schemas. In a major advance, Ruiz de Mendoza and Peña (2005), Ruiz 
de Mendoza (2011) and, more recently, Ruiz de Mendoza and Galera Masegosa (2014) 
provided a more comprehensive, in-depth understanding of this notion when applied to 
language-based meaning construction processes.  In this regard, we tackle this study from a 
theoretical approach that uses Ruiz de Mendoza and Galera Masegosa model for their 
suggested collection of cognitive operations that guides and constrains our semantic 
interpretations and can be combined with Forceville’s multimodality proposals.  
The primary difficulty in metaphor identification has been the reliance upon intuition and 
the lack of agreed-upon criteria (Kövecses 2011; Steen 2017; Pérez-Sobrino 2017). Such 
situation is problematic, because intuition does not constitute a method and is hardly a reliable 
instrument, as it differs from one person to another. Pragglejaz Group (2007: 2) maintained 
that “Variability in intuitions, and lack of precision about what counts as a metaphor, makes it 
quite difficult to compare different empirical analyses.” 
In response to the need to develop a systematic method for identifying instances of 
metaphor use in different discourse types, a group of metaphor researchers, known as the 
Pragglejaz Group, developed the so-called MIP (Metaphor Identification Procedure, Pragglejaz 
Group 2007), which was further developed and extended to MIPVU (Metaphor Identification 
Procedure Vrije Universiteit) (Steen et al. 2010). The method contains a set of instructions 
based on the MIP; (i) establishing a general understanding through reading the whole text or 
discourse; (ii) deciding what the lexical units are; (iii) establishing the contextual meaning of 
each lexical unit; (iv) determining the basic meaning of the word (more concrete; bodily 
related; more precise (as opposed to vague), historically older; (v) deciding whether the basic 
meaning of the word is sufficiently distinct from the contextual meaning; (vi) deciding whether 
the contextual meaning of the word can be related to the more basic meaning by some form of 
similarity. If so, the phrase at hand is metaphor-related18. However, a number of refinements 
 
18 Unlike MIP, which concentrated on indirect metaphors, MIPVU recognized other types of metaphors. 
Metaphor-related words (MRW) is a term used to include cases of metaphor: direct metaphor (simile), 
and implicit metaphor in which a pronoun stands for a metaphorically used lexical item (Steen et al., 
2010) 
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and adjustments have been added by the MIPVU: (i) Every word in the corpus should be 
searched for in the McMillan dictionary in order to identify a more basic, concrete and human 
oriented meaning. (ii) Word class boundaries are not crossed, e.g., the contextual meaning of a 
verb cannot be compared to its basic meaning as a noun. (iii) The history of a word is only 
considered in rare cases. As can be seen below, we provide an example from our corpus of a 
metaphorical brand name with its detailed identification procedures: 
Metaphorical brand names with single source domain: Power horse 
a) Read the brand name together with its information taken from the OMPIC. 
b) Separate the brand name in two lexical units: power, horse. 
c) Find out whether the contextual meaning of each lexical unit is equal to its basic meaning 
(basic meaning usually coincides with the first entry in the dictionary). 
d) Contextual meaning versus basic meaning: the contextual meaning of “horse” (energy 
drink) differs from its basic meaning (animal) but can be conceptualized by mapping 
between the two: we can understand the drink in terms of the strength and speed of the horse. 
e) The source (horse) and the target (energy drink) belong to different domains. 
Metaphorically used? Yes. 
Source domain found: one. 
What type of metaphor? Comparison metaphor. 
In this way, we categorized Power Horse containing a comparison metaphor with a single 
source domain that exploits the high-level mapping metaphor NON-LIVING ENTITIES ARE 
LIVING ENTITIES: THE DRINK IS AN HORSE. 
Unfortunately, the approaches cited above focused solely on metaphor identification, 
whereas other operations, such as metonymy, were overlooked. However, we will try to adapt 
the same procedure to metonymic operations. In the context of branding, the product is usually 
represented by a brand name, a logo or both, which stand for the product metonymically 
(Ungerer 2000). Usually, the brand designer uses the brand as a shortcut to highlight the most 
desirable attributes or effects of the product. Pérez Hernández (2011) suggested that metonymy 
is based on the concept of contiguity so any element of the conceptual fabric that forms the 
target product can be used to name it. Below is an example from our corpus with a detailed 
identification procedure: 
Metonymic brand name with two source domains: Fun Cola 
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a) Read the brand name together with its information taken from the OMPIC. 
b) Separate the brand name into two lexical units: Fun, Cola. 
c) Find out if the contextual meaning is equal to its basic meaning. 
d) Contextual meaning versus basic meaning: the contextual meaning is equal to the basic 
meaning, and the lexical unit Fun highlights the effects obtained from consuming the 
product; and the lexical unit Cola highlights the ingredient of the product. 
e) The sources (fun and cola) and the target domain (brand name) belong to one Matrix domain 
(product). 
Metonymically used: yes. 
Source domains found: two. 
What type of metonymy? Two expansion metonymies. 
In this way, we categorize Fun Cola as a metonymic brand name with two sources 
involving: EFFECT FOR CAUSE and INGREDIENT FOR PRODUCT metonymies.  
As for metonymic chains, we will follow Ruiz de Mendoza’s (2000) four patterns of 
metonymic interactions: (i) metonymic expansion plus metonymic reduction; (ii) metonymic 
reduction plus metonymic expansion; (iii) double metonymic expansion; (iv) double 
metonymic reduction. However, sometimes metonymic chains have more than three 
interactions, in this case, we will refer to them as metonymic chains without identifying the 
type of interaction. 
Multimodal metaphor and metonymy have rightly become a major focus of research within 
the multidisciplinary world of cognitive linguistics studies. The nature of those brands, which 
are composed of both verbal and pictorial elements, invite us to study the linguistic elements 
together with their iconic ones, which constitute the majority of this corpus. In fact, previous 
research on branding contended that logos serve as the primary visual representation of a 
brand’s general image and meaning (Henderson and Cote 1998). The multimodal nature of 
these conceptual tools has already been proved useful (Koller 2009; Hidalgo and Kraljevic 
2011; Pérez Hernández 2011, 2013a, 2013b, 2019; Pérez-Sobrino 2017, among others). In the 
spirit of complying with previous research, we further explore the vital role of multimodality 
in the specific context of Moroccan branding.  
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The methodological steps taken to identify and analyze the multimodal conceptual 
operations in the corpus described are based on Forceville’s (1996)19 suggested method, which 
has been later on expanded to include multimodal metonymy (Forceville 2009b; Villacañas 
and White 2013; Pérez-Sobrino 2017, among others). He suggested that many metaphors are 
not cued in a single mode/modality but draw on two or more modes simultaneously. Mono-
modal metaphors are “metaphors whose target and source are exclusively or pre-dominantly 
rendered in one mode” (Forceville 2006: 383), while multimodal metaphors are “metaphors 
whose target and source are each represented exclusively or predominantly in different modes” 
(Forceville 2006: 384). Pérez-Sobrino (2017: 166) expanded Forceville’s definition in order to 
accommodate the different ways that the combination of two different modes can adopt; hence 
she stated that “a multimodal metaphor is a metaphor whose source and target domains are 
either rendered in two different modes, and/or whose source and target domain are composed 
of different modes.” Her extended definition shifted the traditional view on multimodality 
occurring across domains to multimodality occurring within domain.  
Forceville’s classification has become a cornerstone of multimodal metaphor studies 
which provides useful parameters of metaphorical expressions in advertisements. In fact, his 
model seems broadly applicable within branding, where the product is by itself the target 
domain of the (potential) metaphor or metonymy and invites the analyst to construct possible 
source domains to which the promoted product is conceptualized.  
Our experience when analyzing the multimodal metaphors and metonymies can be 
described as follows: we first took a first glance at all the information available in and about 
the product, since they tend to coincide with the target domain. Subsequently, we focused on 
the verbal and visual elements for possible source domains. Once the source domain was 
singled out, we described the mode used as monomodal: Pictorial vs. Verbal or as Multimodal: 
Verbo-pictorial. The final step was to provide a verbalization of the metaphor or metonymy: 
as a consequence, in case it is a metaphor, to state what content operation is at work, for 
instance, is it a correlation or comparison metaphor, or if it is a metonymy, is it an expansion 
operation or a reduction, etc. 
 
 
19 Forceville (1996) suggested that advertisers aim at selling their products, so they cannot permit 
incorrect interpretations; consequently, they tend to borrow values from desirable domains and attribute 
them to their product. 
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6.2.2   Method used for mapping out the dominant axiological values 
The dominant axiological values and how they are introduced through linguistic elements and 
cognitive operations to appraise positive qualities were also examined. On the one hand, earlier 
research in advertising shows how values are explicitly linked through metaphors, metonymies 
and image schemas and the way in which they are introduced in advertising discourse, Cortés 
de los Ríos (2001), and Pérez Hernández (2016). On the other hand, the study of values in 
modern linguistics has been scarce. Nonetheless, there have been some significant 
contributions that have laid the foundations of axiological linguistics or axioematics, 
particularly in cognitive semantics (see Krzeszoswski 1990, 1993, 1997; Pauwels and Simon-
Vandenvergen 1993, 1995). These scholars examined the vital role played by values in 
numerous metaphors, underlying schemata and also in the projections from the domain of 
body-parts onto that of linguistic action. From a different angle, axiological analyses in the area 
of brand naming have been carried out by Felices Lago (1996, 1998, 2002, 2004). Accordingly, 
the axiological map he proposed was taken into consideration for this research: 1. Importance 
(prestige in brand names), 2. Vitality, 3. Generic positive evaluation, 4. Exotic references, 5. 
Hedonism, 6. Sensibility, 7. Efficiency, 8. Aesthetic, 9. Pragmatic-functional, 10. Nature, 11. 
Human /social values, 12. Diversity, 13. Intellectual, 14. Novelty, 15. Economy/material, 16, 
Luck (Felices Lago 1996: 991).  In this connection, the relationship between axiological values, 
on the one hand, and cognitive tools used to denote them, on the other, has been amply dealt 
with in current research. 
6.2.3   Method used for the identification of color associations 
Color plays a crucial role in the identification of the brand and in the purchasing decision. For 
instance, Chanel is linked with black, and McDonald’s with red and yellow, (Hynes 2009), 
Guinness beer with black, and Cadbury chocolate with purple (Bottomley and Doyle 2006). 
Hernández Toribio (2008: 226) argued that “typography, color and format usually become a 
visual show aimed at making an impact on viewers and catch their attention”. However, colors 
also function as visual cues that trigger content operations; Pérez Hernández (2011: 373) 
suggested that “logos, mottos, and the use of color and typography, among others, may also 
function as cues that trigger content operations and that, as a result, endow the target product 
with further significance.” For instance, in many examples in our corpus the green color 
functions as a cue that activates the metonymic chain: GREEN FOR NATURE FOR 
Chapter 6. Methodology  
125 
 
ECOLOGY FOR PRODUCT20. In this regard, we have mapped findings from previous works 
on color associations and used them in the analysis of our corpus (see Table 4). 
Color Associations 
White 
purity, cleanness, simplicity, hygiene, clarity, and peace 
(Fraser and Banks 2004; Mahnke 1996; Wright 1988) 
Yellow 
optimism, extraversion, and friendliness (Fraser and Banksv2004; Odbert et 
al. 1942; Wright 1988) happiness and cheerfulness (Clarke and Costall 2007; 
Murray and Deabler 1957; Wexner 1954) 
Pink 
nurturing, feminine, (Clarke and Costall 2007; Fraser and Banks 2004; 
Mahnke 1996) warm, and soft (Clarke and Costall 2007; Fraser and Banks 
2004; Mahnke 1996) 
Red 
activity, strength, and stimulation, passion, devotion (Fraser and Banks 
2004). 
Orange 
arousing and exciting, although it is less so than red (Wexner 1954), and it is 
considered lively, energetic, extroverted, and sociable (Mahnke 1996) 
Blue 
competence, calming, cool intelligence, communication, trust, efficiency, 
duty, and logic (Fraser and Banks 2004; Mahnke 1996; Wright 1988). It is 
also seen as a secure color (Murray and Deabler 1957; Schaie 1961; Wexner 
1954) 
Brown 
seriousness, nature, earthiness, protection (Clarke and Costall 2007) 
reliability, and support (Fraser and Banks 2004; Mahnke 1996; Wright 1988). 
Purple 
luxury, authenticity, and quality (Fraser and Banks 2004; Mahnke 1996; 
Wright 1988). Purple is also seen as a dignified and stately color, which is 
likely due to its historical past as a color reserved for royalty and to connote 
social roles (Murray and Deabler 1957; Odbert et al. 1942; Wexner 1954). 
Green 
nature, security, renewal, freshness (Kaya and Epps 2004) and a connection 
with the outdoors (Clarke and Costall 2007) 
 
 
20 The metonymic chain: GREEN FOR NATURE FOR ECOLOGY FOR PRODUCT has already 
been identified by Pérez Sobrino (2013, 2016), and she suggested that it is responsible for the 
construction of a positive image for the product: NATURE FRIENDLY. 




sophistication and glamour (Fraser and Banks 2004; Mahnke 1996; Wright 
1988). It is a very powerful color that signals power, strength (Odbert et al. 
1942; Wexner 1954). In the fashion world, black expresses status, elegance, 
richness, and dignity (e.g., black limousines, black tie events, little black 
dresses, tuxedos, suits). 
Table 4. Color associations as put by different scholars 
6.2.4   Method used for the identification of anglicisms and word formation processes 
The presence of English in the discourse of Moroccan brand naming as both an innovative and 
creative tool to arouse the desired effect of persuasiveness is examined: (i) to identify the most 
productive elements; (ii) to highlight the most dominant word formation processes; and (iii) to 
investigate morphological violations. To achieve this goal, the brand names were classified for 
their word formation processes based on the classification proposed by Plag (2003), and Lieber 
(2009).  
Apart from the creative nature of written English brand names, many researchers have 
focused on the presence of English in foreign advertising as a useful source to add an extra 
positive value to the product, to attract attention, and to transgress the norm (Bhatia 1987, 1992; 
Bhatia and Ritchie 2006; Gerritsen et al. 2000; Piller 2001, 2003; Kelly-Holmes 2005; Luna 
and perrachio 2007; Kuppens 2010; Rodríguez Díaz 2011; Rodríguez Medina 2016 to mention 
but a few). We were inspired by Bhatia’s (1992) original work about the role of English in 
Asian and European print advertising and the global power of English, in which he suggested 
that the role of English in discourse domains, such as product naming, is a useful source for 
adding “positive effective features” such as modernity, westernization, innovation, efficiency 
and in turn, for the company.  
Anglicisms were selected and examined using the following method: the different types of 
anglicisms encountered were classified according to product categorization presented 
previously. Different classifications of anglicisms have been suggested (Alfaro 1970; Lope 
Blanch 1977; Pratt 1980; Lorenzo 1987). Nonetheless, the most updated one, as far as we know, 
is by Furiassi, Pulcini and Rodríguez-González (2012). Their practical typology distinguishes 
between five categories: loanwords (non-adapted/pure), adapted, false/pseudo-anglicisms, 
hybrid anglicisms, semantic loans and calques. The main criterion adopted in order to discern 
a false anglicism from a “real” one was the presence or absence of a word in the latest online 
version of the OED (March, 2016) as suggested by Busse and Görlach (2002: 29) “possible 
Chapter 6. Methodology  
127 
 
pseudo anglicisms need to be confirmed with the help of dictionaries and native speakers.” In 
the context of this study, we will consider only direct lexical borrowings: 
Non-adapted or pure anglicisms: English word loans in their original form with no 
adaptation “a word or a multiword unit borrowed from the English language with or without 
minor formal or semantic integration, so that it remains recognizably English in the recipient 
language (RL)” (Furiassi et al. 2012: 6). 
Adapted anglicisms: words or multi-word units borrowed from English with 
morphological integration into the structures of the target language. Both, the source language 
(SL) term and the target language (TL) term, are close in meaning (Furiassi et al. 2012: 7). 
Therefore, adaptations tend to affect the morphology rather than the meaning of the words. 
False or pseudo-anglicisms: English-looking words which do not exist in English. 
Concerning the classification of false anglicisms, we will consider the typology given by 
Furiassi (2010: 38-52), who classifies them into autonomous compounds, autonomous 
derivatives, compound ellipses, clippings, semantic shifts, and generic trademarks. 
Nevertheless, for the purpose of this study, we will group them into the following categories: 
autonomous creations (compounds, blends and derivatives), abbreviations (ellipses and 
clippings), morphological changes and semantic shifts (eponyms and toponyms). 
Hybrid anglicisms: A mixture or combination of two words from different languages, one 
being necessarily English. 
To sum up, a qualitative analysis was applied towards the selected corpus, which started 
with the identification of anglicisms, cognitive operations at work and the values transmitted 
through them. To show how they were encoded, we presented an example from each product 











Pictorial (P) or verbal (V) 
Verbal Pictorial 












7.1   In-depth analysis 








Blending: Citrus + Maroc 
Anglicism Hybrid anglicism: mixing English and French 
Cognitive 
operations 
Reduction + expansion metonymy (VP): CITRUS FOR ORANGES 
FOR ORANGE JUICE (PRODUCT)  
 
Reduction+ expansion metonymy (VP): MAROC FOR 
AUTHENTICITY/ MOROCCAN SUN/ CULTIVATION 
TRADITION/RICH SOIL FOR PRODUCT  
 
Metonymic chain (VP): C FOR VITAMIN C (COMPOUND) FOR 
ORANGES (INGREDIENT) FOR PRODUCT  
  





Color      Color: Nature 
Table 5. Analysis of the brand name Citruma 
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Citruma is a well-known orange juice that is formulated from pure juice and it is considered as 
a symbol of high quality in Morocco. This brand has always “been perceived as upscale and 
high quality with a strong presence in the pure juice category.”21 As a country, Morocco is 
famous for its cool winters and hot summers, enjoying the optimal climate for growing citrus 
fruit. 
Citruma is an English French hybrid anglicism which consists of blending two nouns, 
namely, citrus + Maroc. The brand designer intention from mixing French and English is to 
activate the speaker’s English language schemata with everything this association involves, in 
this case, modernity, innovation, and to associate French to being a classical and romantic 
language, hence creating the idea of a product being innovative but at the same time with a 
classical taste. Some researchers claimed that English words and phrases are used by some 
advertisers to make a cultural association with the stereotype of Global English by means of a 
reduction metonymy: LANGUAGE STANDS FOR A CULTURAL STEREOTYPE. In this 
case, we can have a reduction metonymy: ENGLISH FOR INNOVATION (Kristiansen and 
Driven 2008). 
In this respect, the first noun encompasses a multimodal metonymic operation: reduction+ 
expansion metonymy, so citrus which is a subordinate term for varieties like oranges, lemons, 
limes and grapefruits is made to stand only for oranges, a formal higher-level mechanism 
known as selection is used, as pointed out by Ruiz de Mendoza (2010: 108) “the selection task, 
even though cued, is not fully determined by the linguistic expression. There are other 
contextual factors that play a role.” In this example, a successful interpretation of Citrus 
requires selecting only oranges because we know from the context that this company produces 
orange juices and in turn the oranges, which is the main ingredient, stand for the product 
through a metonymic expansion (see Figure 18). 
 
 
21  “Agrumes Du Maroc - Oranges Du Maroc, 4 Sep. 2018.” Citruma, www.citruma.ma/notre-
histoire.html.  
Chapter 7. Analysis  
131 
 
             
Figure 18. Metonymic reduction +   
expansion in citrus 
Figure 19. Metonymic reduction + 
expansion in Maroc 
The second part of the blend, MA (Maroc), also functions as a cue which prompts the 
generation of appropriate inferences and the activation of relevant and desirable associations 
via a multimodal metonymy; hence the country serves as a reference point for multiple22 
subdomains: authenticity, rich soil, cultivation traditions, and last but not least, the Moroccan 
sun.  Furthermore, a second operation is used to highlight those unique attributes of the target 
product. Thus, the subdomain that is used as the source of the projection, not only names but 
also identifies the product uniquely by emphasizing its most relevant and/or representative 
characteristics, consequently presenting the product as something desirable (see Figure 19). 
The combination of the verbal cue (C) and visual cue (orange) activates a multimodal 
metonymic chain which consists in three consecutive operations of domain expansion: THE C 
FOR VITAMIN C FOR ORANGES (INGREDIENT) FOR PRODUCT. The PART FOR 
WHOLE metonymy licenses the shift from “C” as part of the brand name Citruma to 
“VITAMIN C,” hence presenting the benefits of the juice. Moreover, the second domain 
expansion affords access to the ingredient of the product, thus, highlighting the most important 
aspect of the juice which is its natural aspect. The use of the green color highlights the notion 
of sustainability via the multimodal metonymic chain GREEN FOR NATURE FOR 
ECOLOGY FOR PRODUCT. Finally, both verbal and pictorial elements carry various 
 
22 The metonymic projection of multiple attributes has already been postulated by scholars like Pérez 
Hernández (2013c) and attested in advertising by Pérez Sobrino (2017). The metonymic mapping 
involved challenges the traditional notion of metonymy as a single domain-internal mapping, and rather 
suggests that a multiple domain mapping is plausible, which can be achieved through the linguistic 
activation and metonymic projection of a variable number of the attributes of the source affording 
simultaneous metonymic access to the more encompassing domain. 
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axiological values: the name of the product reinforces the value of authenticity while the iconic 
element, green color, reinforces the value of nature. 
7.1.2   Sweet food (biscuit) 
Example: Biggy  
 
Table 6. Analysis of the brand name Biggy 
Biggy is a biscuit manufactured by the company Best Biscuits Morocco, and it is described as 
the most dynamic player on biscuit market, which is committed to offer biscuits products that 
“bring constantly an added value, target the best of quality, at the most affordable price, with a 
permanent quest of innovation.”23 
 
23 “Our Commitments.” Excelo, 14 oct., 2018, excelo.ma/en/nos-engagement.  








Pseudo-anglicism: autonomous creation through derivation 
Cognitive 
operations 
Expansion metonymy (VP): ATTRIBUTE FOR PRODUCT  
Correlation metaphor:  
i. IMPORTANT IS BIG (P) 
ii. HEART IS A CONTAINER OF EMOTIONS (P) 
Scalar operations (VP): mitigation + strengthening  
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This brand name combines scalar cognitive operations like mitigation and non-scalar 
cognitive operations such as, metaphor and metonymy. As can be observed in Figure 20 this 
brand triggers a domain expansion operation ATTRIBUTE FOR PRODUCT. Nonetheless, the 
verbo-pictorial cue Biggy together with the visual biscuit is marked by the correlation metaphor 
IMPORTANT IS BIG. According to Ruiz de Mendoza and Galera Masegosa (2014: 284) “This 
kind of metaphor is based on the co-occurrence of events, that is, we tend to conceptualize a 
concept in terms of another that is perceived to happen often at the same time.” The semantic 
configuration of Biggy comprises a notion of attribute image schema (big/small). The 
axiological positive connotations associated with the brand name (i.e. affection, generosity) are 
evident.   
 
Figure 20. Domain expansion in Biggy 
The word “biggy” is an autonomous creation of the brand designer, that is to say, it does 
not exist as such in the English language, however; it looks like the comparative adjective 
bigger. A reader familiar with the American culture, which is known for notoriously large 
portions of food, will directly associate the word “biggy” with positive 
connotations.  American advertising communicates its most important attributes in superlatives 
about size: 
 
Supersize your lashes … dream bigger with Thermador … the biggest sale we’ve 
ever held … big in nutrition … jumbo: jets/muffin pans/red straws/peanut 
butter/piggy banks … super-size: coin jars/clock hands/scrapbooks/base cabinets/bib 
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overalls … the largest condominiums in Florida … we’re growing bigger every day 
… Big Macs, Whoppers, Big Catch, Giant Sub, Grande, Superlongs.24 
 
However, the brand name is created in Morocco and not in America, thus knowing the 
context is essential here to fully understand the choice of the brand designer as to why biggy 
and not bigger? Apart from attention getting and linguistic snobbery, the product is targeted 
towards kids; hence, through a derivational process, namely, using the suffix -y, which 
indicates the presence of a mitigation operation, and at the same time using the augmentative 
big. The reading of this brand name activates both those corollaries of the ICM of size related 
to small objects, and those positive traits of large entities, which are conveniently parametrized 
in order to produce the semantic output of a larger but still a delicious biscuit that a kid will 
enjoy. 
The heart stands out for being considered the place where the emotions are located. Hence, 
we can establish two operations: to begin with, a pictorial correlation metaphor THE HEART 
IS A CONTAINER OF EMOTIONS, among them, love is the outstanding one, which in turn 
metonymically made to stand for the product, THE HEART FOR LOVE FOR PRODUCT, 
which can be parametrized depending on the contextual cues.  
Nonetheless, through a cognitive process known as parametrization operation, which 
consists in the configuration of conceptual representations depending on textual and contextual 
layout provided by the nature of the product (Pérez Hernández 2011), love is further 
parametrized to be understood as a chocolate biscuit made with love. Moreover, in Morocco 
we have an idiom “s/he has a big heart,” meaning s/he is a generous person. It follows that the 
bigness of the heart has positive connotations, like kindness and generosity. The brand designer 
uses white and red colors to convey both, the notion of purity and the devotion of the company 
to provide the best quality, furthermore; red is also a symbol of love and passion. Love and 





24 Sale, Kirkpatrick. “In Modern America, Bigger Is Not Only Better, It's the Best.” Post and Courier, 
The Post and Courier, 22 Oct. 2018 www.postandcourier.com/opinion/commentary/in-modern-
america-bigger-is-not-only-better-it-s/article_8a575202-3c13-11e7-aa62-3b65aa43707e.html.  
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7.1.3   Ice cream 
Example: Happy Rolls 
 
 
                            
Word formation 
process 
Compound noun: Adjective+ noun 
Anglicism Pure anglicism 
Cognitive 
operations 
Expansion metonymy (V): EFFECT FOR CAUSE 
Correlation metaphor(V): HAPPY IS UP 
Expansion metonymy(V): THE SHAPE FOR OBJECT: ROLLS 
FOR ICE CREAM  
Axiological values Eudemonism, Innovation 
Color Blue: Reliability 
Table 7. Analysis of the brand name Happy Rolls 
Happy Rolls is the first brand in Morocco specialized in ice cream rolls. Unlike the traditional 
ice cream, this one is made through an innovative technique called stir-fried ice cream; the 
result is rolls of smooth, semi-solid ice cream or gelato. This pure anglicism, which is made 
through compounding an adjective and a noun, adds an extra positive value to the product, such 
as innovation and eudemonism. It is based on two domain expansion operations (see Figure 
21) which would mean, that the first domain expansion metonymy explicitly highlights the 
expected positive effect you will get after trying this ice cream, which is happiness. The 
semantic configuration of the adjective happy encompasses a correlation metaphor based on 
the verticality image schema (UP/DOWN): HAPPY IS UP/ SAD IS DOWN. Pérez Hernández 
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(2013a: 42) suggests that correlation metaphors are valuable for brand creation because “they 
are largely pervasive across cultures and languages, which turns them into a particularly apt 
strategy for the creation of global brands.” 
 
 
Figure 21. Domain expansion in Happy Rolls 
 
 
Figure 22. Picture of the ice cream retrieved from Happy Rolls website 
When looking at the second part of the brand name, we can distinguish another expansion 
metonymy: THE SHAPE FOR OBJECT, in this case THE ROLLS FOR ICE CREAM.   
Finally, the use of blue color is not arbitrary, as it conveys freshness, and it is also associated 
with coldness. According to color psychology studies, blue25 has been perceived as number 
one favorite color among people, hence, brands designers are not taking any risks when 
creating a brand with different shades of blue for their identity. It is also regarded as a sign of 
 
25  “The Psychology of Color in Branding: Ignyte Branding Agency.” Ignyte, 26 febr. 2018, 
www.ignytebrands.com/the-psychology-of-color-in-branding/. 
 










Cause: Ice cream 
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stability and reliability. The fact that the brand designer combined both English “Happy Rolls” 
and French in the slogan-like “La glace autrement” produce a positive effect on the Moroccan 
consumer, thus presenting the product as innovative in its shape and flavors but keeping its 
classical touch. 
7.1.4   Chips 






















Compound noun: Noun + noun 




Comparison metaphor (VP): CHIPS IS GOLD  
Metonymic chain (VP): THE RAYS FOR SUNSHINE FOR 
GOLDEN COLOR FOR PRODUCT  






Gold: Top quality 
Green: Nature 
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The brand name Gold chips was released in 2014 by the company Leader Food which is 
specialized in producing chips made from natural potatoes. Since 1999 Leader Food develops 
partnerships with farmers in order to offer chips recognizable by its crispiness and high quality.  
In this regard, the development of this anglicism is achieved through the compound noun 
“gold chips” where gold functions as a cue for consumers in order to establish a comparison 
by resemblance between the attributes of gold and some compatible traits of chips, such as high 
quality, purity, and natural (see Figure 23). 
 
 
Figure 23. Comparison operation in Gold chips 
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The semantic output of this conceptual projection is later on mitigated and parameterized 
in order for the consumer to grasp the right interpretation. For instance, expensiveness of gold 
is mitigated onto the nutritional valuableness of the product. The origin of gold “earth” is in 
turn parametrized and metonymically made to stand for natural potatoes.  Furthermore, the 
meaning of the brand is enriched with the axiologically positive connotations of the source 
domain (i.e., gold), namely its symbolic wealth. 
Moreover, a multimodal metonymic chain is achieved through the combination of pictorial 
and verbal elements: THE RAYS FOR SUNSHINE FOR GOLDEN YELLOW COLOR FOR 
PRODUCT. Hence, the brand exploits the analogy between the brilliance/color of sunshine 
and the color of the chips which is attained due to the use of premium sunflower oil and 
carefully selected natural potatoes. 
Nonetheless, the visual elements activate the primary metaphor GOOD IS BRIGHT where 
the brightness (i.e., source domain) seems to originate from the product, thus; the relation 
between the primary metaphor and the product is established through displaying the latter as 
the cause of the notion corresponding to the source domain of the metaphor. In a similar vein, 
Pérez Hernández (2019: 23) explains the experiential grounding of the GOOD IS BRIGHT 
metaphor as “recurrent correlations between experiences of light and safety, and their opposite 
(i.e., darkness and danger). As a result, they are simultaneously perceived as the origin of the 
goodness associated with their luminosity.” In this way, color together with the visual logo, 
and the verbal elements provide the consumer with different cues, yet cooperative, to provide 
access to the most pivotal trait of the product, namely top-quality chips.   
7.1.5   Cosmetics 
Example: Yan & One 
 
 







Anglicism Hybrid anglicism:  Mixing English and Amazigh 
Cognitive 
operations 
Expansion metonymy(V): ATTRIBUTE FOR PRODUCT  
Correlation metaphors: 
i. NUMBER ONE IS UP (V) 
ii. IMPORTANT IS BIG (P) 
Expansion metonymy(P): THE AMPERSAND FOR THE 
CONJUCTION AND  
Axiological 
values 




Table 9. Analysis of the brand name Yan & One 
Yan & one is a cosmetic brand that was launched in 2017 by the Group Aksal. Mixing English 
and Amazigh (a Moroccan dialect) is what makes this brand stands out in the crowd. Yan means 
number one and unique in Amazigh, in which Yan is strengthened through repetition in English 
to better emphasize the universality/modernity/Leadership and prestige of the brand. 
Furthermore, revolutionizing the world of cosmetics and beauty is the main goal of Salwa 
Aknouch26, developer and owner of this beauty brand. This brand combines two metonymic 
expansions and a correlation operation in its semantic configuration. On the one hand, an 
expansion metonymy is activated, in which one is used to highlight the uniqueness, novelty, 
and quality of the product (see Figure 24 for schematic representation), on the other hand, the 
word “one” also renders the activation of the verticality image schema UP/DOWN, thus 
resulting in a correlation operation: NUMBER ONE IS UP. Ultimately, the positive axiological 
load of generic positive evaluation is strongly supported by the verticality image schema. The 
ampersand also functions as metonymic access points to the fully fletched conjunction “and”, 
adding a touch of modernity, and/or technical and professional flavor. 
 
26 Fdm, et al. “Yan&One: The First Beauty Smartstore in the World to Open in Morocco Mall.” 
Moroccan Ladies, 21 Mar. 2018, moroccanladies.com/beauty-news/yanone-the-first-beauty-
smartstore-in-the-world-to-open-in-morocco-mall-14685.  





Figure 24. Expansion metonymy in YAN & ONE 
The letter size used in this brand shows an interesting exploitation of the image schema 
BIG-SMALL, leading the audience/ consumer to generate the primary metaphor 
IMPORTANT IS BIG/ UNIMPORTANT IS SMALL; hence, in the context under 
consideration, the use of this image schema motivates the consumer to think of the brand name 
under a more positive light, namely as an important prestigious brand, hence, minimizing the 
potential negative implications of one, that can be misinterpreted as having no variety. The 
white color, in this case, symbolizes simplicity, protection, purity, and illumination; thus, it 
exerts a strong stimulus on the audience/ consumer perceptions. Moreover, in the Arabic 
culture, white color is also associated with optimism and happy future, and this is manifested 
in the use of the idiom “white days” holding the positive meaning of good, fine and worthy 
days (Hasan et al. 2011). On the other hand, the black color connotes sophistication, luxury, 
and confidence. Interestingly enough, in the example under scrutiny, contrasting the two most 
extreme ends of the color spectrum creates completion. According to a study published by 
the Journal of Consumer Research “Black-and-white images can lead consumers to focus on 
the abstract, essential, and defining components of a product. In contrast, color images can 
draw attention to the concrete, sometimes unimportant and idiosyncratic features of the 
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7.1.6   Personal care products 
Example: Pure 
 




Anglicism Pure anglicism 
Cognitive 
operations 
Expansion metonymy (VP): ATTRIBUTE FOR PRODUCT  
Metonymic chain (VP): GREEN FOR NATURE FOR 
ECOLOGY FOR PRODUCT  
Color 





Table 10. Analysis of the brane name Pure 
Pure is a brand name launched in the Moroccan market in 2016 by the company Frealcom, 
which is specialized in the production of hygiene products. This pure anglicism takes at its 
main point of departure the attribute that distinguish it from other brands. Therefore, this 
attribute acts like a point of access through a domain expansion (see Figure 25).  




Figure 25. Domain expansion in Pure 
Both the textual element, using the adjective pure, and the iconic element, through the use 
of the green leaf, convey the idea of a natural product. Moreover, the green leaf stands for the 
notion of sustainability via the metonymic chain GREEN FOR NATURE FOR ECOLOGY 
FOR PRODUCT (see Figure 26 for schematic representation). Much in the same line the 
axiological values depicted are those of purity and nature. Regarding color, mixing blue and 
green transmit a cooling and relaxing effect.   
 























Product: baby wipes 
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7.1.7   Perfumes 
Example: Arabian Knight 
 
                          
Word formation 
process 
Compound noun: Adjective + noun 
Anglicism  Pure anglicism 
Cognitive 
operations 
Comparison metaphor (VP): ENTITIES ARE PEOPLE              
THE PERFUME IS AN ARABIAN KNIGHT  
Expansion metonymy (VP): PART FOR WHOLE (BODY 
PART FOR PERSON)         THE HEAD FOR THE 
ARABIAN KNIGHT  
Axiological 
values 
 Prestige, Authenticity 
Color Gold: Top quality 
Table 11. Analysis of the brand name Arabian Knight 
The compound noun “Arabian Knight” triggers different cognitive operations, chief among 
them is the verbo-pictorial comparison metaphor, which exploits the high-level metaphor 
NON-LIVING ENTITIES ARE LIVING ENTITIES. In this case THE PERFUME IS AN 
ARABIAN KNIGHT, through linking the perfume with the cognitive domain of knights which 
is generally understood as maximally positive and important. The target domain PERFUME 
inherits from the source those compatible attributes, such as masculinity, courage, strength, 
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mystery, prestige, authenticity, etc., that serve to highlight its qualities. The perfume inherits 
those traits and further parametrizes them to fit its own conceptual structure. Thus, the strength 
of the Arabian knight is mitigated into the notion of a strong scent, which is in turn 
metonymically made to stand for one of its long-lasting effect. As Koller (2009: 62) explains 
“branding messages use personification to aid cognitive processing of the brand concept, 
compressing the complex system that is a corporation into an abstract bundle of characteristics 
and making this abstraction graspable by linking it to human personality as the source domain.” 
The following figure is a schematic representation of the comparison metaphor under scrutiny: 
 
Figure 27. Comparison operation in Arabian Knight 
In addition, we can depict a multimodal expansion metonymy in which the head stands for 
the whole body, namely THE HEAD FOR THE ARABIAN KNIGHT. On the other hand, the 
gold color symbolizes top quality, wealth, and sophistication. The producer27 describes it as 
“an elegant perfume that crowns you with the highest qualities making you solemn wherever 
you go with the character of a genuine Arabian Knight.” As a result, the use of the expansion 
 
27 http://www.arabianoud/ products/spray-perfumes/male/arabian-knight, 15 Apr. 2018.  
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metonymy together with resemblance between the Arabian knight and the perfume create 
positive attributes in the mind of the consumers through picturing the product as a signature 
fragrance that will make you look masculine, brave exactly like an Arabian knight. 
7.1.8   Cleaning products 
Example: Moly 
 




Anglicism Pure anglicism 
Cognitive 
operations 
Comparison metaphor (V): ENTITIES ARE PLANTS: 
THE PRODUCT IS A MOLY  
Reduction+ expansion metonymy (V): THE MOLY FOR 
PROTECTION FOR PRODUCT  
Strengthening (V): Efficiency- magic/mythical plant 
Axiological 
values 
Protection, Ancient Greece Symbol, Nature 
Color Red:  Strength 
Table 12. Analysis of the brand name Moly 
This brand makes use of the high-level mapping NON-LIVING ENTITIES ARE LIVING 
ENTITIES, in this case, ENTITIES ARE PLANTS, which is based on the Great Chain of 
Being28. Lakoff and Turner (1989: 172) pointed out that the Great Chain of Being Metaphor is 
“[…] a tool of great power and scope because […] it allows us to comprehend general human 
character traits in terms of well-understood nonhuman attributes and, conversely, it allows us 
 
28 Lakoff and Turner (1989) identified at least two ways in which cognitive models are acquired “by 
our own direct experience and through our culture” (1989: 66). One of the most popular, well-known 
and global cultural models is the Great Chain of Being. 
Chapter 7. Analysis  
147 
 
to comprehend less well-understood aspects of the nature of animals and objects in terms of 
better-understood human characteristics.” Thus, the resemblance between the conceptual 
domain of the moly plant and that of the product licenses the use of one of them (source 
domain) in order to talk and reason about the product (target domain). Through an earlier 
formal operation, abstraction, cultivated language users derive generic structure common to 
both domains, thus licensing further comparisons between them. Moly functions as a linguistic 
cue for consumers to make a comparison between the central attributes of the mythical plant 
and some equivalent characteristics of the detergent (protection, magic, freshness, pleasant 
smell) and further parametrizes them to fit its own conceptual structure; thus, the magical 
aspect of the plant is mitigated into the notion of efficiency, as shall be shown in figure 28 
below: 
 
Figure 28. Comparison metaphor in Moly 
By means of another cognitive operation, namely strengthening, the brand designer aims 
to endow the brand with extreme attributes. However, the opposite operation is needed in order 
for the consumer to grasp the real meaning of the magic/mythical plant and subsequently, it 
should be conveniently mitigated as a product of higher quality than others of its kind. 




The brand triggers another cognitive operation, namely, reduction+ expansion metonymy: 
THE MOLY FOR PROTECTION FOR PRODUCT. This verbal metonymy is of target-in-
source+ source-in-target metonymy type, because a whole domain or matrix domain stands for 
one of its subdomains. Moreover, the metonymy involves another operation, which is a domain 
expansion, resulting in the subsequent highlighting of a subdomain for a whole domain, 
namely, ATTRIBUTE (PROTECTION) FOR PRODUCT, (see Figure 29). The analysis 
revealed multiple values employed by the brand designer such as ancient Greece symbol, 
protection and nature that are explicitly linked to the noun, Moly. Finally, the red color triggers 
strength and activity, and in this case the product provides a great cleaning power, through 
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7.1.9   Clothing 





Compound noun: Noun+ noun 
Anglicism Hybrid anglicism: English + Arabic 
Cognitive 
operations 
Expansion metonym (VP): ATTRIBUTE FOR PRODUCT  
Expansion metonymy (V): SPECIFIC FOR GENERIC   
CAFTAN FOR TRADITIONAL CLOTHING  
Comparison metaphor (VP): CAFTAN IS A CROWN  
Metonymic chain (VP): THE CROWN FOR ROYAL 
FAMILY FOR UTTER LUXURY FOR PRODUCT  
                                                                Top quality- luxury (V)  
Strengthening operations: 




Color Gold:  Top quality 
Table 13. Analysis of the brand name Luxury Caftan 
Luxury Caftan is a brand name of traditional handmade clothing manufactured in Casablanca. 
The caftan, also known as the takchita in its light and modern version, is one of the various 
components of the Moroccan garments’ heritage. The term “caftan” is the commonly used 
name for the traditional garment. This hybrid compound noun is based on two expansion 
metonymies. The first metonymy is used to highlight one of the attributes of the product which 
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is luxury, which in turn should be mitigated and contextualized to be understood as a top-
quality product. Pérez Hernández (2011: 384) argues that brand designers “leave consumers 
the task of constructing a valid interpretation in order to make sense of the mismatch between 
the real nature of the product and its purposefully distorted representation provided by the 
corresponding brand name.” Through combining both, metonymic operations and lexical 
strengthening mechanisms, the designer manages to draw attention to the product through its 
most salient attributes. 
The noun Caftan is made to stand for the whole domain of traditional clothing, and thus 
give rise to a metonymic ICM. Lakoff (1987) proposed a number of different kinds of 
metonymic models based on Rosch’s categorization, any member of the category can in fact 
serve as a cognitive reference point and can give rise to typicality effects (typical examples), 
or simply put what we judge as good examples of a category. In fact, not only caftan is 
manufactured by this brand, but also other traditional categories like Jelaba, Takchita, and 
Jabador. However, the brand designer choice of caftan is not arbitrary, as it is the most well-
known among other categories of traditional clothing. 
 
                                                   
      The brand name under scrutiny                                                 Example of a caftan 
The verbo-pictorial comparison metaphor CAFTAN IS A CROWN (see Figure 30) is 
achieved through a combination of verbal and pictorial elements. The target domain caftan 
inherits the qualities of a crown (source domain), such as those of luxury, exclusiveness, made 
from gold and precious stones, which should be mitigated into a high-quality product made 
from the finest material. Nonetheless, this metaphor should be parametrized within the context 
of traditional clothing (i.e. caftans that could be worn by royal members but can be afforded by 
average consumer). 




Figure 30. Comparison operation in Luxury Caftan 
In addition, the iconic crown triggers a multimodal metonymic chain: CROWN FOR 
ROYAL FAMILY FOR UTTER LUXURY FOR PRODUCT, (see Figure 31) in which the 
crown stands for royal family, through a domain expansion operation. The royal family in turn 
stands for utter luxury, through a domain reduction, and finally this attribute stands for the 
whole product by means of another domain expansion. The fact that the crown is located up in 
the head, activates the correlation metaphor, based on the verticality image schema, GOOD IS 
UP. On the other hand, the use of the gold color conveys a sense of luxury, top quality and 
tradition. As regards to axiological values, the most dominant ones are luxury and royalty. 




Figure 31. Metonymic chain in the iconic crown 
 




29  Diamantine was borrowed from French into English in the 16th century. French diamantin, 
from diamant. However, some would point out that, in this case, the word is not an anglicism, but a 
gallicism. As we have explained in the methodological section, if a word is encountered in the OED, 
we will consider it as a pure anglicism. A similar view is shown in another research about anglicisms 
by Balteiro and Campo (2012) who suggests that since whatever their origin, it is their “English 
appearance” that leads to their usage, and therefore they should be considered as anglicisms, at least 
from a sociolinguistic point of view. 
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Anglicism Pure anglicism 
Cognitive 
operations 
Comparison metaphor (VP): ACCESSORIES ARE 
DIAMONDS  
Expansion metonymy (VP): THE SHAPE OF AN OBJECT 
FOR THE OBJECT  
Double metonymic expansion (VP): THE MOSAIC FOR 
MOROCCAN ARTISAN FOR PRODUCT  
Strengthening (VP): Top Quality- Diamond  
Axiological 
values 




Table 14. Analysis of the brand name Diamantine 
Diamantine is an authentic Moroccan brand, which offers a range of traditional Moroccan 
garments and, above all, accessories with a contemporary twist. Diamantine is committed to 
becoming a global brand and has already opened various shops in Dubai, Algeria, and United 
Arab Emirates. The use of this anglicism activates values of modernity, internationalism, 
sophistication and top quality. 
This brand establishes a multimodal, verbo-pictorial, comparison operation between the 
source domain of diamonds and the target domain of accessories. It endows the corresponding 
accessories with extreme attributes and qualities which needs to be conveniently mitigated. In 
this regard, we know that diamonds belong to a category of expensive and exclusive jewels; 
thus, accessories named diamantine will be understood as showing the same degree of 
uniqueness and exclusivity (see Figure 32). The interpretation of this resemblance metaphor is 
also guided by the visual expansion metonymy THE SHAPE OF AN OBJECT FOR THE 
OBJECT. Since the logo has a similar shape to that of the head of a diamond or gemstone ring, 
they are expected to have a similar nature too. Hence, the brand designer, by associating this 
brand with a cognitive domain that refers to a valuable category, achieves his goal by presenting 
the target product as endowed with top quality and exclusiveness. 




Figure 32. Comparison metaphor in Diamantine 
Interestingly, the double expansion metonymy, in which the logo (mosaic) stands for 
Moroccan artisan and, in turn, the Moroccan artisan stands for product is reinforced by this 
statement: “La mission de Diamantine est de symboliser l’élégance et la créativité à travers ses 
produits et la culture marocaine qu’elle représente, tout en alliant tradition et modernité.”30. As 
we can see, the brand designer uses a Moroccan design in the logo to emphasize that these 
accessories are handmade, using a traditional process. The implementation of black color with 








30 Diamantine_shop. “Notre Histoire.”, 5 March. 2018, Diamantine, diamantine.com/notre-histoire/.  
   My own translation: the mission of Diamantine is to be a symbol of elegance plus creativity by 
means of producing accessories that represent Moroccan culture with a touch of modernity. 
Chapter 7. Analysis  
155 
 
7.1.11   Footwear 






Compound noun: Noun+ noun+ verb+ noun 
Anglicism Pure anglicism 
Cognitive 
operations 
Double reduction metonymy (V): FOUNDER FOR 
COMPANY FOR PRODUCT  
Reduction+ expansion metonymy (V): THE 
CONSTRUCTION METHOD FOR TRADITIONAL/TOP 
QUALITY/ DURABLITY FOR PRODUCT  
Expansion metonymy (VP): THE HEEL FOR THE SHOE  
Metonymic chain (VP):  THE SHAPE OF THE HEEL FOR 
MALE IDENTITY FOR PRODUCT  
Reduction+ expansion metonymy (VP): THE HOBNAILS 
FOR DURABILITY FOR PRODUCT  
Double expansion metonymy (VP): THE BROWN COLOR 
FOR LEATHER (NATURAL MATERIAL) FOR PRODUCT                                                   
Axiological 
values 
Prestige, Durability, Tradition 
Color Brown:  Earthiness 
Table 15. Analysis of the brand name Benson Goodyear Welted Shoes 
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Established in Casablanca, at the beginning the brand started producing military shoes and then 
developed a collection of classic shoes with high quality standards for men. Nowadays, it is 
labeled as the first Moroccan leader in luxury shoes. The brand designer created an anglicism 
through compounding many nouns in order to exhibit as much positive connotations as 
possible. By doing so, this compound noun activates values related to internationalism, 
modernity, and innovation. 
The cognitive mechanisms involved in the interpretation of this brand name involve the 
cooperation of different metonymic operations. To start with, let consider the first noun 
Benson, which is the name of the founder of the company, is used to refer to the objects 
manufactured by such company, namely the shoes. Moreover, the complex compound 
Goodyear Welted refers to the construction method used to make the shoes. Therefore, a verbal 
metonymic operation with multiple source domains is required: THE CONSTRUCTION 
METHOD FOR TRADITIONAL/TOP QUALITY/ DURABLITY FOR PRODUCT. That is, 
those aspects are highlighted through our knowledge of this particular construction method, 
within the broader domain of shoe construction (see Figure 33). 
 
Figure 33. Metonymic reduction + metonymic expansion in Goodyear Welted 
Other metonymic operations are triggered by visual source domains and the verbal target 
domain (shoe). Two verbo-pictorial metonymic expansions are activated by using only one 
visual element which is the heel. We can distinguish an expansion metonymy: THE HEEL 
FOR THE SHOE. In this particular context, the heels constitute a relevant element within a 
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broader domain, namely the shoe that has heels. This metonymy is based on a more generic 
configuration PART (OF AN OBJECT) FOR WHOLE (OBJECT). Nonetheless, from the 
shape of the heel we know that it is not for ladies, but for men. Thus, a metonymic chain is 
licensed: THE SHAPE OF THE HEEL FOR MALE IDENTITY FOR PRODUCT. The 
hobnails act as another visual cue which licenses the following operation: Reduction + 
expansion metonymy THE HOBNAILS FOR DURABILITY FOR PRODUCT. Furthermore, 
the iconic brown involves a double expansion metonymy: THE BROWN COLOR FOR 
LEATHER (NATURAL MATERIAL) FOR PRODUCT (see Figure 34). 
 
Figure 34. Double metonymic expansion in the iconic brown 
 
With average experience ranging from 15 to 25 years, our consummate craftspeople 
have become the very best representatives of Goodyear hand-sewn items. The result 
is a unique style emanating from our inimitable craftsmanship, the nobility of the 
materials employed, the authenticity of our production process and above all, the 
intricacy with which, just like 50 years ago, we execute the slightest gesture31. 
 
This statement retrieved from Benson shoes’ official website reinforces our analyses. 
Hence, through using different metonymic operations, the brand designer succeeded in 
producing a brand name that summarizes the main strength points of this product, such us 
traditional construction method, durability/strength of the shoes, natural material it is made of, 
 
31 BensonShoes, 7 Dec. 2018 benson-shoes.net/esprit.  
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and above all top quality. Finally, different set of axiological values are encountered, namely 
those of tradition, durability and prestige. 








Derivation: Prefix -Bio+ noun 
Anglicism Pure anglicism 
Cognitive 
operations 
Expansion metonymy (V): ATTRIBUTE FOR PRODUCT  
Expansion metonymy (VP): EFFECT FOR CAUSE  
Correlation metaphor (P): HAPPY IS UP/BEING 
HEALTHY IS UP  
Metonymic chain (VP):  GREEN FOR NATURE FOR 
ECOLOGY FOR PRODUCT                        
Axiological 
values 




Table 16. Analysis of the brand name Bioenergy 
Bioenergy is a mattress manufactured by the company Dolidol. The interpretation of this brand 
name, Bioenergy, requires two metonymic operations. The first metonymic operation is a 
double domain expansion that underlies a lexical shift from -bio, as a prefix, to biological as 
an adjective. In turn, the operation of metonymic expansion maps this attribute into the product. 
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The second metonymic expansion is triggered by the noun energy, which explicitly activates 
the notion of the well being produced after using the mattress (see Figures 35 and 36). 
Furthermore, the fact that the iconic “y” looks like a person who is energetic activates the 
correlation metaphors BEING HEALTHY IS UP and HAPPINESS IS UP that “have at their 
experiential basis on the typical upright position of healthy and happy people” (Pérez 
Hernández 2011: 376). 
On the one hand, the use of green conveys the idea of an ecological product. Moreover, 
the green stands for the notion of sustainability via the metonymic chain GREEN FOR 
NATURE FOR ECOLOGY FOR PRODUCT. On the other hand, the blue color adds a 
sensation of relaxation, which is relevant in this context.  As regards to the axiological values, 
we can distinguish those of nature, vitality (energy/strength) and eudemonism. 
 
        Figure 35. Double expansion metonymy                Figure 36. Expansion metonymy  
This example is another case of the economy produced by using metonymic expansions in 
the naming process. As we can see, through highlighting the most important prolific 
subdomains of the brand name, the costumer is left with the task to develop it into the relevant 
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7.2   Other brands under scrutiny  




















EFFECT FOR CAUSE 
 
Expansion metonymy (V): 
INGREDIENT FOR 
PRODUCT         PART FOR 
WHOLE (ALOE VERA)  
Correlation metaphor (P): 



















GREEN FOR NATURE 
FOR ECOLOGY FOR 
PRODUCT 
 
















 Double expansion 
metonymy(V): 
PART (BOOST) FOR 
WHOLE (BOOST YOUR 
ENERGY) FOR PRODUCT 
 Correlation metaphor (V): 






















Noun + noun 
Comparison metaphor: 
THE JUICE IS A 
STRAWBERRY 
WHIRLWIND 
 Expansion metonymy 
INGREDIENT FOR 
















 Reduction metonymy (V): 
THE JUICE IS A BREEZE 












Noun + noun 
 
 Bullfighter (V): 
Resemblance metaphor: 















 Comparison metaphor (V): 



































Metonymic reduction + 
expansion: 
THE FOUR STARS FOR 
GOOD QUALITY FOR 
PRODUCT 
 












 Expansion metonymy (V): 





































Noun + noun 
 Fun (V): 
Expansion metonymy: 




PRODUCT         PART 








32  The word Cola was used first to name the carbonated drink Coca-Cola. Frank Mason 
Robinson suggested the name "Coca-Cola" because he thought using the letter C twice would look 
better than if they used a K in the word "Cola".  Coca, which was derived from Coca leaves and Cola 

















Noun + noun 
 Fuze (V): 
Comparison metaphor: 
THE BEVERAGE IS A 
FUZE 












Noun + noun 
Metonymic chain: 
FRUITS FOR NATURE 
FOR HEALTHY FOR 
PRODUCT 
Comparison metaphor: 
THE PRODUCT IS 
GOLD  
Strengthening: 






















 Correlation metaphor: 
GOOD IS UP 
Burst (V): 
Expansion metonymy: 



























GREEN FOR NATURE 






PRODUCT           
PART(KOLA) FOR 














 Metonymic chain (V): 




IMPORTANT IS BIG 
Strengthening: 
COLD-ICELAND 














Expansion metonymy (V): 

















Noun + noun 
King: 
Comparison metaphor: 
THE DRINK IS A KING 
Strengthening: 
TOP QUALITY FRUIT- 
KING FRUIT 
Fruit: 
Metonymic chain (V): 
FRUIT FOR NATURE FOR 








































PRODUCT          PART 
FOR WHOLE: SLICE 
OF LEMON FOR 
LEMON 
Metonymic chain: 
LEAVES FOR NATURE 











Noun Metonymic chain: 








PLACE FOR SOURCE FOR 
PRODUCT  
























(PLACE) FOR FRUITS 






















Noun + noun 
 Mountain (V): 
Correlation metaphor: 
GOOD IS UP /HAPPY/ 
HEALTHY 
Comparison metaphor:  






























































































Noun + noun 
Reduction + expansion 
metonymy): 
THE HAMSA HAND 
FOR PROTECTION 
(protection from heat) 
FOR PRODUCT 
 
Sahara (V): (desert) 
Reduction +expansion 
metonymy: 
PLACE FOR HOT FOR 




PART (SECRET) FOR 




























 Correlation metaphor (P): 













Reduction + expansion 
metonymy: 
CAUSE (SPLASH) FOR 

















Noun + noun 
Star: 
Comparison metaphor: 
THE BEVERAGE IS A 
STAR 
Correlation metaphor: 



























   Ice Tea 









 Correlation metaphor (V): 




















XXL FOR EXTRA 
EXTRA LARGE 
Correlation metaphor: 
IMPORTANT IS BIG 








































Cognitive operations/ Colors Axiological values 
  Multimodal: Verbo-
Pictorial 
Monomodal: Verbal (V) 














GOOD IS UP /HAPPY/ 
HEALTHY 
HAPPY IS UP 
SIMILARITY IS 
ALIGNMENT 
HEART IS A 
CONTAINER OF 
EMOTIONS 
Reduction + expansion 
metonymy:  






























































THE HEART IS A 
CONTAINER OF 
EMOTIONS 
Reduction + expansion 
metonymy: 







































THE HEART IS A 
CONTAINER OF 
EMOTIONS 
Reduction + expansion 
metonymy:  
HEART FOR LOVE FOR 
PRODUCT 
 
Reduction + expansion 
metonymy (V): 
























 Reduction+ expansion 
metonymy (V): 








































THE HEART IS A 
CONTAINER OF 
EMOTIONS 
Reduction + expansion 
metonymy:  














MANNER OF ACTION 
FOR ACTION 









































THE BISCUIT IS A DON 
Expansion metonymy: 
PART (THE HEAD) FOR 


















Noun Double reduction 
metonymy: 
PLACE (GENOVA) FOR 
GENOVESE CUISINE 
FOR PRODUCT  
Correlation metaphor: 
THE HEART IS A 
CONTAINER OF 
EMOTIONS 
Reduction + expansion 
metonymy:  



















HIGH DEGREE OF 
QUALITY-GOLDEN  
Comparison metaphor: 
THE BISCUIT IS SUN 
Correlation metaphor: 






























 Good days (V): 
Expansion metonymy: 
EFFECT FOR CAUSE 
Correlation metaphor: 




























EFFECT FOR CAUSE 
Correlation metaphor: 













Maroc + cacao 
Metonymic chain: 
THE ELEPHANT FOR 
AFRICA (PLACE) FOR   






































RED COLOR FOR 
TONGUE 
ORGAN FOR FUNCTION 




















Maroc + cake 
 Double metonymic 
reduction (V): 

















 Maxi (V): 
Correlation metaphor: 





























 Morning (V): 
Double metonymic 
reduction: 
MOMENT IN TIME 
(MORNING) FOR 
HAVING BREAKFAST 









































 Passion (V): 
Reduction metonymy: 
PASSION (Generic) FOR 


















Noun + noun 

















 Expansion metonymy 
(V): 














Reduction + expansion 
metonymy: 








BISCUIT IS A TAGGER 
Correlation metaphor 
(P): 
GOOD IS BRIGHT 




















 Expansion metonymy 
(V): 





















the noun tonic 
Noun 
 
Reduction + expansion 
metonymy: 
THE LIGHTENING BOLT 































Noun + noun 
Correlation metaphor: 
THE HEART IS A 
CONTAINER OF 
EMOTIONS 
Reduction + expansion 
metonymy:  




































Adverb + noun 
 Correlation metaphor 
(V): 
MORE QUANTITY IS 
UP  
Strengthening: 


































Multimodal: Verbo-pictorial Monomodal: Verbal(V) or 
Pictorial (P) 
Verbal Pictorial 
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 MORE QUANTITY IS UP 
Star (V): 
Comparison metaphor: 










Noun + adverb 




















 Golden Globe (V): 
Comparison metaphor: 
THE ICE CREAM IS 
GOLDEN GLOBE AWARD 
Strengthening: 











Noun + noun 
Comparison metaphor: 
THE ICE-CREAM IS GOLD 
Correlation metaphor: 
GOOD IS BRIGHT 
Strengthening: 















Noun + noun 
 Expansion metonymy (V): 
ICE (PART) FOR ICE 
CREAM (WHOLE) 
Correlation metaphor (P): 
  
















ice + chocolate 
 Ice (V): 
Expansion metonymy: 














Noun + noun 




NUMBER ONE IS UP 
 Red color: 
Passion 





 Magic (V): 






SPECIAL TASTE- MAGIC 
 Correlation metaphor (P): 














 Maxi (V): 
Correlation metaphor: 




















Paradise + ice 





































































Noun + noun 
Star: 
Comparison metaphor: 
THE ICE CREAM IS A 
STAR 
Correlation metaphor: 





 Reduction + expansion 
metonymy: 
THE STAR FOR GOOD 

















Noun + noun 
 Expansion metonymy (V): 
ATTRIBUTE FOR 
PRODUCT 
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GOOD IS UP 
/HAPPY/HEALTHY 
Strengthening: 
TOP QUALITY-TIP TOP 






 Titan (V): 
Comparison metaphor: 
ENTITIES ARE PEOPLE: 
THE ICE CREAM IS A 
TITAN 
Correlation metaphors: 
IMPORTANT IS BIG 














































Monomodal: Verbal (V) or 
Pictorial (P) 
Verbal Pictorial 





GOOD QUALITY- BEST 











Noun + adverb 
 Up (V): 
Correlation metaphor: 



















































































 Leader (V): 







































Noun + noun 
 Planet(V): 
Comparison metaphor: 
THE CHIPS IS A PLANET 
Correlation metaphor: 










































Noun + noun 





GOOD IS UP 
/HAPPY/HEALTHY 
Strengthening: 








Table 20. Analysis of chips brand names 


















Pictorial or Verbal 
Verbal Pictorial 
Comparison metaphor: 
THE PRODUCT IS A 
DOVE 
Correlation metaphor: 




















Noun + noun 
Joy: 
Expansion metonymy: 
EFFECT FOR CAUSE 
Correlation metaphor: 
















THE INITIALS (BP) FOR 
THE BRAND NAME 
(BABY PREMIUM) 
 



















 Clean (V): 
Expansion metonymy: 
















EFFECT FOR CAUSE 
Expansion metonymy: 
AMPERSAND FOR 











GREEN FOR NATURE 
















 Clear (V): 
Expansion metonymy: 






















 Comparison metaphor: 
ENTITIES ARE 
PLANTS: 
THE PRODUCT IS A 
DAISY FLOWER 
 
Easy day (V): 
Expansion metonymy: 














































Noun + noun 
Metonymic reduction + 
expansion: 
FLORI FOR GOOD 
SMELL FOR PRODUCT 
Comparison metaphor: 







































EFFECT FOR CAUSE 























 Gold (V): 
Comparison metaphor: 
THE PRODUCT IS GOLD 
Strengthening: 














Noun + verb 
 Expansion metonymy (V): 

















EFFECT FOR CAUSE 
Correlation metaphor: 
HAPPY IS UP 













EFFECT FOR CAUSE 
Correlation metaphor: 











THE PRODUCT IS A 
KANGAROO 
Expansion metonymy: 





































 Lucky (V): 
Expansion metonymy: 







































PLACE FOR SOURCE FOR 
PRODUCT 

























THE LEAF FOR NATURE 





































 Super baby (V): 
Expansion metonymy: 























































INITIALS (XL) FOR 
WHOLE (EXTRA LARGE) 
 Correlation metaphor: 
MORE QUANTITY IS UP  
Strengthening: 
 





















Cognitive operations Axiological values 
 
 












 Crystal (V): 
Comparison metaphor: 




















 Clean house (V): 
Expansion metonymy: 















PURPLE COLOR FOR 
LAVENDER FLOWER FOR 

































Reduction + expansion 
metonymy: 
STAR FOR GOOD 





SALIENT PART OF 
CONSTRUCTIONAL 






EFFECT FOR CAUSE  
Red color: 
Active 















 Double expansion 
metonymy (V): 
SALIENT PART OF 
CONSTRUCTIONAL 














 Fix (V): 
Expansion metonymy: 












































Clean + oxidant 
 
 
 Clean (V): 
Expansion metonymy: 







 Comfort (V): 
Expansion metonymy: 







































Noun + noun 
Autonomous 
creation: 
Magic + x 
 
 Duo (V): 
 Double expansion 
metonymy: 
























ENTITIES ARE PLANTS: 



















































EFFECT FOR CAUSE 
White color: 
Cleanliness 





























































Pure anglicism:  
Compound 
noun: 
Noun + noun 


























GREEN LEAVES FOR 














































































Table 22. Analysis of cleaning products brand names 
7.2.2   Shopping Goods (cosmetics & perfumes, clothing, accessories & footwear, mattresses) 






Cognitive operations/ Color 
 








Noun + noun 
Multimodal: Verbo-
Pictorial 
Monomodal: Verbal (V) 
or Pictorial (P) 
Verbal Pictorial   
Double expansion 
metonymy: 
FEMALE FACE FOR 












   
 





  Noun + noun 
Double expansion 
metonymy: 





























THE ARGEN LEAF FOR 
ARGAN TREE FOR 








SALIENT PART OF 
CONSTRUCTIONAL 


























Compound            
noun: 
Noun + noun 
Blending: 
Argan + Gaia 
Gaia: 
Comparison metaphor: 
THE PRODUCT IS GAIA  
Metonymic chain: 
ARGAN TREE FOR 
ARGAN KERNEL FOR 
































ARGAN TREE FOR 
ARGAN KERNEL FOR 




GREEN FOR NATURE 
FOR ECOLOGY FOR 
PRODUCT 
Aroma (V): 











Nature   











Noun + noun 
 Expansion + reduction 
metonymy: 






ARGAN FOR ARGAN 
TREE FOR ARGAN 
KERNELS FOR ARGAN 
OIL FOR PRODUCT 
Air(V): 
Reduction + expansion 
metonymy: 















THE LEAF FOR NATURE 










PLACE FOR SOURCE 
FOR PRODUCT 
Correlation metaphor: 












Noun + noun 
Metonymic chain: 
THE CURVED LINES 
FOR EYE CONTOUR 
FOR PROTECTION FOR 
PRODUCT 
Correlation metaphor: 






























GREEN FOR NATURE 
FOR ECOLOGY FOR 
PRODUCT 
 
Natural Health (V): 
Expansion metonymy: 
EFFECT FOR CAUSE 
Expansion metonymy: 
THE INITIALS (BB) FOR 












FEMALE FACE FOR 
FEMALE IDENTITY FOR 
PRODUCT 
Expansion metonymy (V): 
EFFECT FOR CAUSE  
Gold color: 
Top quality 









Noun + noun 
 Bio (V): 
Double expansion 
metonymy: 
 SALIENT PART OF 
CONSTRUCTIONAL 






ARGAN FOR ARGAN 
TREE FOR ARGAN 
KERNELS FOR ARGAN 




















 SALIENT PART OF 
CONSTRUCTIONAL 






 ARGAN TREE FOR 
ARGAN KERNELS FOR 
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SALIENT PART OF 
CONSTRUCTIONAL 






THE GREEN LEAVES 

















 Birth (V): 
Reduction+ expansion 
metonymy: 




EFFECT FOR CAUSE 
Expansion metonymy (P): 
THE INITIALS (BB) FOR 
THE BRAND NAME 



























Aesthetics    












THE PRODUCT IS A 
CANDLE 
Metonymic chain: 
THE FLAME FOR A 
CANDLE FOR 
LIGHTENING FOR 
PRODUCT      
Strengthening: 
LIGHTENING- GLOW OF 
























THE TREE FOR NATURE 














 Expansion metonymy: 


















noun + noun 
 
Comparison metaphor: 
ENTITIES ARE PLANTS: 























Verb + noun 
Metonymic chain: 
THE GREEN LEAVES 







EFFECT FOR CAUSE 
Correlation metaphor (P): 











































Noun + noun 
Expansion+ reduction 
metonymy: 






PLACE FOR SOURCE 
FOR PRODUCT  
Comparison metaphor: 



















PINK COLOR FOR 
FEMALE IDENTITY FOR 
PRODUCT 
Strengthening: 













Durability   








Noun + noun 
Gold skin: 
Expansion metonymy: 
EFFECT FOR CAUSE 
Comparison metaphor: 
























THE LEAVES FOR 
OLIVE TREE FOR OLIVE 






Correlation metaphor (P): 






















 Grand (V): 
Strengthening operation: 
MORE QUANTITY AND 
QUALITY-GRAND 
 Correlation metaphor: 
IMPORTANT IS BIG 
Ever (V): 
Strengthening: 





Durability    











ENTITIES ARE PLANTS: 





GREEN FOR NATURE 
FOR ECOLOGY FOR 
PRODUCT 
Flower petals (P): 
Expansion metonymy: 
PART (PETALS) FOR 















 Ideal skin (V): 
Expansion metonymy: 
























Reduction + expansion 
metonymy: 


























 Expansion+ reduction 
metonymy: 










EFFECT FOR CAUSE 




BEAUTY RITUALS FOR 
PRODUCT 
Correlation metaphor (P): 






























 Metonymic chain: 























 Expansion metonymy (V): 
























THE GREEN LEAVES 




Expansion metonymy (V): 
THE INITIALS (L&E) 
FOR THE BRAND 













































   














SALIENT PART OF 
CONSTRUCTIONAL 




Expansion metonymy (V): 
EFFECT FOR CAUSE 
Strengthening operation: 
GOOD-FABULOUS 
Expansion metonymy (P): 
THE INITIALS (MM) 
FOR THE BRAND 






























SALIENT PART OF 
CONSTRUCTIONAL 


















Nature   












Noun + noun 
 Moment (V): 
Double expansion 
metonymy: 















 Moroccan (V): 
Double reduction 
metonymy: 







































Nature   











Reduction + expansion 
metonymy: 
THE WHOLE (NATURE) 






THE TREE FOR NATURE 





































 Double reduction 
metonymy: 
PLACE FOR SOURCE 
FOR PRODUCT 
Expansion metonymy: 
THE ACRONYM (MNS) 

























 Moroccan (V): 
Double reduction 
metonymy: 






   




















 Moroccan (V): 
Double reduction 
metonymy: 





















ARGAN TREE FOR 


















Nature   










 Moroccan (V): 
Double reduction 
metonymy: 

























THE ARGAN TREE FOR 
ARGAN KERNALS FOR 
ARGAN OIL 






PLACE FOR SOURCE 
FOR PRODUCT 
Sense (V): 
Reduction + expansion 
metonymy: 
 SENSE FOR FEELING 
(EFFECT) FOR CAUSE 
(USING PRODUCT) 












Expansion + reduction 
metonymy: 


















Tradition   





THE PRODUCT IS A 














ARGAN TREE FOR 































Reduction + expansion 
metonymy: 
THE WHOLE (NATURE) 








Reduction + expansion 
metonymy: 







Nature Nature   





































ARGAN TREE FOR 
ARGAN KERNELS FOR 











THE ARGAN TREE IS A 
PERSON 
Correlation metaphor (P): 




















Noun + noun 
 Expansion + reduction 
metonymy: 

















Authenticity    













































































   









ENTITIES ARE PLANTS: 
























noun + noun 
Metonymic chain: 
























ENTITES ARE PLANTS: 




PINK COLOR FOR 




Reduction + expansion: 
SECRETS FOR 
MOROCCAN’S 




















Reduction + expansion 
metonymy: 




































Noun + noun 
Metonymic chain: 












THE INITIAL (S) FOR 

























Prestige Nature   












 Ideal skin (V): 
Expansion metonymy: 




















THE PRODUCT IS A 
PEACOCK 
Metonymic chain: 
CROWN FOR ROYAL 






EFFECT FOR CAUSE 
Correlation metaphor (P): 














THE GOLDEN LAUREL 




 Metonymic reduction+ 
expansion: 











EFFECT FOR CAUSE 
Correlation metaphor (V): 
SOCIAL STATUS IS 
VERTICAL ELEVATION 
Expansion metonymy (V): 
THE INITIAL (S) FOR 

























 Trendy Spirit (V): 
Expansion metonymy: 
EFFECT FOR CAUSE 
Purple color: 
Luxury 














THE GREEN LEAVES 










Antiquity Nature   







Cognitive operations/ Color Axiological values 
  Multimodal: Verbo-
Pictorial 
Monomodal: Verbal (V) or 
Pictorial (P)  
Verbal Pictorial 
 
Pure anglicism:  
Compound 
noun: 
Noun + noun 
Rose: 
Comparison metaphor: 
ENTITIES ARE PLANTS: 
PERFUME IS A FLOWER 
Beauty (V): 
Expansion metonymy: 












Pure anglicism:  




PERFUME IS A CROWN  
Metonymic chain: 
CROWN FOR ROYAL 




A PERFUME THAT 





EFFECT FOR CAUSE 
Glam (V): 
EFFECT FOR CAUSE 
Metonymic expansion: 
N’ FOR THE 
CONJUNCTION AND  
Expansion metonymy: 
THE INITIALS (CG) FOR 
THE BRAND NAME 
(CHIC N’ GLAM) 
White color: 
Modernity 








Pure anglicism:  
Compound 
noun: 
Noun + noun 
Crown: 
Comparison metaphor: 
PERFUME IS A CROWN  
Metonymic chain: 
CROWN FOR ROYAL 
FAMILY FOR LUXURY 
FOR PRODUCT 
Strengthening: 
A PERFUME THAT 


















GOOD IS UP 

















 Happy baby (V): 
Expansion metonymy: 
EFFECT FOR CAUSE 
Correlation metaphor: 








Expansion metonymy (V): 









KISS FOR SEXUAL 

















THE INITIALS (NB) FOR 









































 Comparison metaphor: 
THE PERFUME IS A 
POEM 















Noun + noun 






 Red color: 
Passion 
Prestige  

















Expansion metonymy (P): 
THE INITIAL (S) FOR 













 Romantic (V): 
Expansion Metonymy: 
EFFECT FOR CAUSE 
Rose: 
Comparison metaphor: 
ENTITIES ARE PLANTS: 

























EFFECT FOR CAUSE  
Expansion metonymy: 
THE INITIAL (SL) FOR 





























 Metonymic chain: 























GOOD IS UP 
/HAPPY/HEALTHY 
Strengthening: 

















 Waves (V): 
Comparison metaphor: 
THE PERFUME IS A 
WAVE 
 Correlation metaphor (P): 
NUMBER ONE IS UP 
Nature Leadership 
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Noun+ noun Red color: 
Passion 
 
Acronym  Three (V): 
Correlation metaphor: 




THE ACRONYM (XL) 























Monomodal: Verbal (V) or 
Pictorial (P) 
Verbal Pictorial 




THE INITIAL (H) FOR 

























PINK COLOR FOR 


























EFFECT FOR CAUSE 
Correlation metaphor: 



















 Big (V): 
Correlation metaphor: 
IMPORTANT IS BIG 
Boss (V): 
Expansion metonymy: 
































THE PRODUCT IS A 
LONE WOLF 
Expansion metonymy: 
EYES OF THE WOLF 
FOR THE WOLF 
Metonymic chain: 
CROWN FOR ROYAL 




THE ACRONYM (LW) 
FOR THE BRAND  








Noun + Saxon 
genitive 
Comparison metaphor: 






CLOTHES FOR A 
PERSON: THE SUIT FOR 












Phrase  Bones (V): 

































ARE A COBRA  
Expansion metonymy: 
THE INTERLOCKING 


















 Diam (V): 
Double expansion 
metonymy: 
SALIENT PART OF 
CONSTRUCTIONAL 



















 Extreme sport (V): 
Reduction + expansion 
metonymy: 
EXTREME SPORT FOR 
HIGH LEVEL OF 
PHYSICAL EXERTION 
FOR SPORT WEAR 
Correlation metaphor (P): 


























Noun + noun 
Reduction + expansion 
metonymy: 
SAILING SHIP FOR 


























Comparison metaphor:   
CLOTHING ITEMS ARE 
A CROWN 
Metonymic chain: 
CROWN FOR ROYAL 




























Textile          
Tex. 
Metonymic chain: 









































 Comparison metaphor (V): 
THE PRODUCT IS A 














Nap + happy 
 Happy (V): 
Expansion metonymy: 
EFFECT FOR CAUSE 
Correlation metaphor: 















Noun + noun 
Clipping: 




THE FABRIC IS A 
CROWN 
Metonymic chain: 
CROWN FOR ROYAL 











SALIENT PART OF 
CONSTRUCTIONAL 
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THE FIVE STARS FOR 



































THE PRODUCT IS A 
PARTRIDGE 
Metonymic reduction + 
expansion: 
THE FIVE STARS FOR 








































THE PRODUCT IS A 
GREEN FLOWER 
 
Big deal (V) 
Correlation metaphor: 
IMPORTANT IS BIG 
Strengthening: 
GOOD PRICES/GOOD 
































EFFECT FOR CAUSE 
Metonymic chain: 

























EFFECT FOR CAUSE 
Expansion metonymy: 
THE ACRONYM K.H 





33 l'Hexagone illustrated by overlaying the outline of mainland France with the hexagon on the 1988 
Charles de Gaulle commemorative 1 franc coin. The sides of the hexagon are: 1. the Channel coast, 2. 
the Atlantic coast, 3. the Pyrenees (border with Spain), 4. the Mediterranean coast, 5. the eastern border 
(Alps, Jura and Upper Rhine; Monaco to Karlsruhe), and 6. the northeastern border (German Rhineland 
and Belgium; Karlsruhe to Dunkirk). “Metropolitan France.” Wikipedia, Wikimedia Foundation, 7 Mar. 
2018, en.wikipedia.org/wiki/Metropolitan_France.  






adjective + noun 
Metonymic chain: 
CROWN FOR ROYAL 






GEMSTONES OF THE 
CROWN  
Correlation metaphor: 
































THE DATE (1432) FOR 
A HISTORICAL EVENT 
(release of the first 
Moroccan coin) 
 
Rock and Roll (V): 
Reduction metonymy: 










Table 26. Analysis of accessories brand names 
 
 






















Monomodal: Verbal (V) or 
Pictorial (P) 
Verbal Pictorial 
















Noun + noun 
Double reduction 
metonymy: 
PLACE FOR SOURCE 
FOR PRODUCT  
Reduction + expansion 
metonymy: 
THE FOOTPRINT FOR 












Noun + noun 
Reduction + expansion 
metonymy: 



























Correlation metaphor:  
























 Bourgeois (V) 
Expansion metonymy: 
EFFECT FOR CAUSE 














SHAPE OF THE SHOE 
















































SALIENT PART OF 
CONSTRUCTIONAL 

























Noun + noun 
 














noun + noun 
  
Comparison metaphor: 
THE SNEAKER IS A 
WARRIOR 
Expansion metonymy: 
THE RED CAPE FOR A 
WARRIOR  




Reduction + expansion 
metonymy: 
SPORT FOR SPORT 


































Verb + noun 


















Noun + noun 
Holi is the 
Hindu festival 
of colors. 
 Comparison metaphor (P): 
THE SHOE IS A 
FESTIVAL OF COLORS 
Expansion metonymy: 
THE INITIAL (H) FOR 
HOLI 
Mitigation: 























Reduction + expansion 
metonymy: 
















Red 1 is a 
creative way 

























Noun + noun + 
noun 
Metonymic reduction + 
expansion: 












































Noun + noun 
 
 Star (V): 
Comparison metaphor: 
THE SHOE IS A STAR 
Metonymic reduction+ 
expansion: 
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 Correlation metaphor: 
GOOD IS UP 
/HAPPY/HEALTHY 
Strengthening: 
 A SHOE THAT EVEN A 













THE SHOE IS A SUPER 
STAR 
Strengthening: 
A SHOE THAT EVEN A 
SUPER STAR WOULD 
WEAR -SUPER STAR 
Metonymic chain: 






FIVE STARS FOR 






















THE ACRONYM (BS) 








































HIGH DEGREE OF 
QUALITY-GOLDEN 
























Monomodal: Verbal or 
Pictorial 
Verbal Pictorial 
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 Pure anglicism: 
Compound 
noun: 
Noun + noun 





Reduction + expansion 
metonymy: 
WEST FOR MODERNITY 













Metonymic reduction + 
expansion: 
THE FIVE STARS FOR 
HIGH QUALITY FOR 
PRODUCT 
 
British Dreams (V): 
Expansion metonymy: 

















 Actif (V): 
Expansion metonymy: 








 Comparison metaphor (V): 
ENTITIES ARE 
ANIMALS: 




CAMEL FOR SURVIVAL 














THE MATTRESS IS A 
DIAMOND 



































































IMORTANT IS BIG 
Strengthening: 
BIG SIZE- GIGA 
 
Importance  






SALIENT PART OF 
CONSTRUCTIONAL 
























Noun + noun 
 Gold (V): 
Comparison metaphor: 

























 Happy (V): 
Correlation metaphor: 
HAPPY IS UP 
Happy dream: 
Expansion metonymy: 
EFFECT FOR CAUSE 
Expansion metonymy: 
THE ACRONYMS (HD) 








































ENTITIES ARE PLANTS: 
THE MATTRESS IS A 
LAVENDER FLOWER 






















 Flexible (V): 
Double expansion 
metonymy: 
SALIENT PART OF 
CONSTRUCTIONAL 

































SALIENT PART OF 
CONSTRUCTIONAL 





























TOUCH FOR SOFT FOR 
PRODUCT 
 Metonymic expansion: 


























 Expansion metonymy: 
































Silver Moon (V): 
Comparison metaphor: 
THE MATRESS IS A 
SILVER MOON 
Metonymic chain:  
MOON FOR NIGHT FOR 
SLEEPING TIME FOR 











































SALIENT PART OF 
CONSTRUCTIONAL 







































THE MATRESS IS A 
SUPERHERO 
Metonymic reduction + 
expansion metonymy: 









HIGH QUALITY -SUPER  
Expansion metonymy (P): 



































Metonymic reduction + 
metonymic expansion (V): 
NUMBER OF SEASONS 
FOR ADAPTABILITY 
FOR THE MATTRESS 
 Comparison metaphor: 













Discussion and results 
8.1   Anglicisms and word formation processes 
This study aimed at identifying the presence of anglicisms in Moroccan brand names in order 
to describe them, determine their frequency and infer the causes of their incorporation. The 
evident categories in the corpus, in decreasing order of frequency are pure anglicisms (55%), 
pseudo-anglicisms (26%), hybrid anglicisms (12%) English-Arabic, English- French code 
switching and adapted anglicisms (7%). It is very significant that, in term of tokens, pure 
anglicisms are considerably high, while adapted anglicisms are the least used ones. Hybrid 
anglicism, on the other hand, was the only type that showed a significant variation in terms of 
tokens between convenience (8%) and shopping goods (14%). The table below summarizes the 
frequency and percentage of the different types of anglicisms detected in convenience and 
shopping goods: 
Table 29. Frequency of occurrence of anglicisms  
As Figure 37 shows, English was used in brand naming for 7 different groups of products. 
A total of 297 anglicisms were recorded. Brands for cosmetics and perfumes (90), food brands 
(62), followed by clothing, footwear and accessories (48) and drinks (33). They all contain the 
highest number of anglicisms, while personal care, cleaning products and mattresses are the 
product brands with the lowest frequency. Moreover, it has been noted that it is not the lack of 
lexical equivalents in the native language what motivates these anglicisms, there are other 
factors which play a crucial role, such as social prestige, modernity, aiming at an international 
 Pure Pseudo Hybrid Adapted Total 
Convenience goods 87 37 11 11 146 
Percentage 60% 25% 8% 8% 100% 
Shopping goods 87 35 20 9 151 
Percentage 58% 23% 14% 6% 100% 
Total 174 72 31 20 297 
Percentage 55% 26% 12% 7% 100% 
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appeal and, above all, a tool for lexical and semantic creativity. The present study confirms 
previous findings by González Cruz (2015: 350), who suggests that “the prestige and sense of 
modernity associated to English and the important role this language seems to play for 
linguistic creativity and lexical innovation” are the authentic factors behind their use. 
 
Figure 37. Graphic representation of frequency of anglicisms per product type 
8.1.1   Pure anglicisms 
A total score of 55% pure anglicisms have been found in the convenience and shopping goods 
under scrutiny. This section of pure anglicisms presents the highest number of English 
borrowings in the corpus. Broadly speaking, the brand designers tend to adopt more English 
words than adapt them.  
A pure anglicism can be a word or a multiword unit borrowed from the English language 
with or without minor formal or semantic integration. In the selected corpus the majority of 
brand names are multi-word units, which we referred to as “compounds.” Even if the 
distinction between compounds and syntactical composition is challenging, brand names 
always represent a conceptual unity. They stand for a product concept, and consequently, we 
will refer to these combinations as compounds. The following table lists the grammatical 




















Cothing & accessories &
Footwear
Mattresses
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 Magic, Titan Premium, 
Twisty 
Gold Ice, Ice 
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Mattresses Los Angeles, 
Washington, Gold 











Table 30. Grammatical category of pure anglicisms per product type 
As can be seen in Table 30, the number of compound nouns is by far the most dominant 
one (59%), followed by nouns (30%) whereas adjectives (21%) are the least used ones. The 
popularity of compounds in brand naming can be justified by various motives; first, the fact 
that single lexical items can be challenging to protect as trademark classes are 
extremely cluttered, and can be less effective at communicating new ideas, and secondly, the 
principle of linguistic economy based on fast and efficient communication. Using compounds 
give designers the ability to intermix ideas and to be more suggestive (it results in more 
metaphors and metonymies and, by extension, more values), while also creating the 
opportunity to employ unique and memorable combinations. We agree with Benczes when he 
said that “compounds represent one of the most creative processes of the English language: the 
ability to create and understand compound expressions that have been formed by utilizing the 
endless possibilities of metaphor and metonymy” (2006: 1), and this is evident in the high 
number of metaphors and metonymies in our corpus which amounts to 645, which doubles the 
number of brand names 297. Finally, in the majority of cases, the compound words can be seen 
to follow the English pattern of word formation. 
When it comes to the frequency of the pure anglicisms compiled in the sample, it was 
found that most of them are only used once, or twice. However, there are a few that are used 
with a higher frequency. This is the case for the following anglicisms listed in the table below: 
words Compounds 
Gold Gold Orange, Gold Chips, Gold Ice, Gold Skin, Gold Star 
Star Star Soda, Star Ice, Big Star, Star Shoes, Super Star 
Fun Fun Cola, Fun Chips 
Happy Happy Rolls, Happy Baby, Happy Soap, Happy Dreams 
Baby Happy Baby, Super Baby, Baby Premium 
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Table 31. Pure anglicisms used with higher frequency in our corpus 
Visual examples of the process of compounding the noun “chips” and the adjective 




Figure 38. Graphic representation of the process of compounding  
It is worth noticing that in all the 297 brands selected only four verbs were found, namely, 
Boost, Fly, Splash, and Fix. There is also the case of the conjunction ampersand (&), which is 
employed in some cases: Learn & Earn; Yan & One; Clean & Clear; Jewelry & More. The 
use of the inflected construction can also be observed in brands, such as Partner’s Underwear, 
Moroccan’s Secrets, Maxi’s and Argaia’s. Moreover, the use of American cities in the corpus 
was also detected, worldwide cities such as Los Angeles, which was repeated three times in 
the corpus, Miami and Washington, or referring to Great Britain through using the word British 
as in the brand name of mattresses, British Dreams. Furthermore, some uses of English phrases 
occur within the corpus as complete names, see for instance, Source of Beauty, Bones of Glory, 










Chips Fun Chips, Planet Chips, Best Chips, Good Chips, Leader Chips, Super Chips 
Ice Gold Ice, Ice Rolls, Ice One, Star Ice 
Clean Clean & Clear, Soft Clean, Clean Fast 
Moroccan 
Moroccan Organics, Moroccan Elixir, Moroccan Nature, Moroccan Oil, 
Moroccan Pure, Moroccan Secret, Moroccan Sense, Moroccan Treasures 
Pure Moroccan Pure, Pure Touch, Pure Rest, Pure Argan 
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word order of the English language; hence, we considered them as pure anglicisms. Finally, all 
the elements cited above are traditionally called “luxury loans” because they do not fill a lexical 
gap, they are rather used for extralinguistic purposes such as prestige. Rodríguez González 
(2012: 295) added that “the prestige of English in today’s world has contributed to the fact that 
most anglicisms are used in their original form.” 
8.1.2   Pseudo anglicisms 
In the language of advertising, linguistic creativity is one of the tools employed to catch the 
audience’s attention. One of the strategies used in the creation of new brand names in the corpus 
is through autonomous creations (compounding, derivations, and blending), and abbreviations. 
According to Marchand (1969: 452), false borrowings can be considered as a type of “word-
manufacturing” which is the result of foreign elements manipulation in a non-speaking 
anglophone country. The results show that a significant number of pseudo-anglicisms are 
related to autonomous creations. These items have been developed on the basis of English 
lexical material, but the creation process has taken place in Morocco. The brand names in this 
category are considered autonomous creations because they correspond to brands created in a 
non-English-speaking country (see Table 32). 
Autonomous creations                                         Abbreviation  
Compounding Blending Derivation Clipping 










Besty, Biggy, Freshy, 
Kidy, Maxiplus, 
Ecoclean, Maxiclean, 





























Table 32. Morphological processes involved in the creation of pseudo-anglicisms 
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8.1.2.1   Autonomous creations 
New words are created by combining parts of two separate words. To illustrate this, a word 
like Orientaluxury is formed with the English adjective “oriental” and the English noun 
“luxury.” Therefore, this new term conveys associations with authenticity and luxury. 
Accestory is another example of a pseudo-anglicism which combines the stem “accessory” with 
the English noun “story.” Paradice is another case of pseudo-anglicism, a term created after 
combining the words “paradise” and “ice.” Argan is a word that was used to make many brand 
names in cosmetics, see for instance, Argai <argan + Gaia>, Argarom <argan + aroma>, 
Argonair <argan + air>. Within this category, special mention should be made of the word 
argan, which is originally a Tashelhit word (variety of Moroccan Arabic) that was adopted into 
English because of a lexical gap in the recipient language. Hence, these autonomous creations 
may also be included in the hybrid type since the origin of the combined word is Arabic. The 
above-mentioned examples are cases of autonomous creation as a result of merging two source 
words that overlapped both phonologically and/ or graphologically, which results in English 
appearance words, but with no meaning in English. Interestingly, a number of blends in our 
corpus are based on close similarity between source words or their fragments e.g., Tasty <taste 
+ tea>, Pure Nice <nice + ice>. Another example is the case of Bioty, which is a word play 
that combines the prefix bio- and the noun beauty. Obviously, certain classes of goods, such as 
food and cosmetics, exploit blending as a naming strategy more often than others. The clipping 
of lexical material in blends together with the bewilderment call for more processing effort, 
make consumers, who have figured out the intended meaning of the referent, experience 
satisfaction and develop a positive attitude toward the product (Lehrer 2003). 
Other candidates for autonomous creations are compounds, which are created by 
combining two words together. For the sake of illustration see Trendy Spirit, which appears to 
have been formed by analogy with free spirit, which is featured in the OED as a noun compound 
meaning a person who does what they want with enjoyment and pleasure and does not feel 
limited by the usual rules of social behavior; by the same token, trendy spirit would mean a 
person who wears what they want following their own fashion. In the case of compounds, many 
anglicisms either occur as two separate words, e.g., Poly Crown, Trendy Spirit, Giga Dorsal, 
Dolidol Prestige, Dolidol Premium or as one-word Hairsave, Haircare, Richbond, Floridays. 
Although compounds with hyphens are very common in the English language, only one case 
with a hyphen in between was found (green-tex). 
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The processes of derivation from loanwords are also interesting in that they reveal the 
richness of lexical productivity. There are two main types of the addition of affixes to the 
words. The first type is the addition of a prefix such as Multiflex, Superrobot, and Aerolatex. 
The second type is the addition of a suffix such as Besty and Freshy. However, the results of 
our analyses suggest that prefixation is more widely used than suffixation. The various 
affixation patterns can be classified into the following categories:  


















Superlove, Superrobot, Superbaby, Superk 











Besty- Freshy- Kidy- Jumpy-Biggy 
Table 33. Derivation processes in pseudo-anglicized brand names 
In this regard, one of these processes is the attachment of diminutive derivational suffixes 
to anglicized bases; see, for instance, Besty, Biggy, Freshy, Kidy. The suffix -y can be added to 
nouns to form adjectives, however, in the examples at hand, apart from kid, which is a noun, 
the rest are already adjectives and adding the suffix -y does not change the word class of the 
existing word. Other interesting cases are the brand names Comfies and Crispies, which were 
formed from the adjectives comfy and crispy changing final y into -ies. Moreover, these brands 
go against English word formation processes because adjectives do not have 
a singular and plural form. Consequently, the irregularities shown before are unlikely to be 
connected with the unfamiliarity with basic English morphology; but they are probably used 
by the brand designer as an effective method to catch the consumer’s attention, and to create 
memorable brands.  
Bio- is a case in point, too. Thus, the Greek word bio, meaning “life,” commonly used as 
a prefix in science, can be found in many pseudo-anglicisms, especially in cosmetic products, 
see for instance, Biocosmetics, Bioargan, Bionoble, and Bioenergy. We agree with Rodríguez 
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Medina (2016: 162) when she pointed out that pseudo-anglicisms “are very useful to create 
English-looking pseudo-scientific words to name products.” The designated suffix will provide 
a consistent, readily available and recognizable mechanism for consumers to correctly identify 
these products as made from natural ingredients, such as argan kernels, and also as 
environmentally friendly, a concept that refers to products that treat fairly nature and animals. 
Hence, the prefix bio- acts as a cue to activate a metonymic expansion ATTRIBUTE FOR 
PRODUCT and, by extension, the nature value.  
The prefix maxi- is added to the noun javel (bleach in French), to adjective clean, to 
preposition plus, and even combined with bio as in Maxibio. The meaning of this prefix is 
“large, long,” which gives rise to the correlation metaphor MORE IS UP/ GOOD IS UP. In the 
case of Maxijavel or Maxiclean, the brand will convey not only associations to hygiene but 
also to efficiency. Consequently, instead of using the adjective clean alone, which is associated 
to hygiene, adding the prefix-maxi carries additional meaning to the original words resulting 
in a new one, which means impressive results after using the products. Furthermore, other 
prefixes, such as super-, multi-, and giga- together with maxi- can be grouped in what is 
referred to as evaluative prefixes used as a scaling device, or what is referred to in cognitive 
linguistics as strengthening operations. 
8.1.2.2   Abbreviations  
In the abbreviation category there are two possibilities: clipping of a bound form, or shortening, 
that is, elimination of one of the initially constituting parts of a compound, However, analysis 
revealed that there are no instances of compound ellipses in the corpus. Clipping is “a reduction 
of a word to a shorter form. It is a cutting off one or more syllables of a word” (Kvetko 2001). 
Linguistic economy, i.e. the use of shorter words to achieve brevity is one of the motivating 
factors behind this mechanism. Interestingly enough, this category does not seem to contain as 
many items as the previous one, see for instance Choco < chocolate, Excelo < excellent, Ox < 
oxidant, Diam < diamantine, Tex < textile, Flex < flexible. Interestingly, most of these 
abbreviations are used to make compounds. It should be highlighted that clipping involves a 
part for whole metonymy, see for instance flex:  SALIENT PART OF CONSTRUCTIONAL 
FORM (FLEX) FOR WHOLE FORM (FLEXIBLE). 
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8.1.3   Adapted Anglicisms 
The process includes borrowing a word or multi-word meaning with orthographic, 
phonological and/or morphological integration into the systemic structure of the TL. The 
anglicisms belonging to these areas are developed around orthographic and phonological 
integration, either through transcribing the English pronunciation or through the 
transliteration34 of words that originate in Latin script. 




Table 34. Examples of adapted anglicisms  
Concerning words transcribing the English pronunciation, some changes in letters have 
been noted; to illustrate it see for instance /Speedy/Spidy, Deal/Dil the English letter <e> or 
<ea> being changed to <i>. Another interesting case is that of Compfort, a shoe brand whose 
 
34 A translation strategy in which the translator represents the sounds of the source language word using 
the target language writing system (Catford, 1965: 66). 
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name transcribes the American pronunciation of the word “comfort” into the form “compfort.” 
The lack of agreement between pronunciation and spelling in the English language leads the 
brand designers to transcribe the English pronunciation of some words mainly for the ease of 
pronunciation for non-native speakers and attention getting.  Furthermore, another probability 
is that French is the second language of Morocco, whereas English is considered as a foreign 
language; thus, Moroccans with no knowledge of English language have a tendency to read 
English words with a French pronunciation, e.g. if deal is kept in its original form it will be 
pronounced as /dəal/, which may affect brand identity and brand positioning.  
As far as the transliteration is concerned, more instances are found. They constitute 80% 
of adapted anglicisms.  What these brands have in common is the fact that they look hybrid but 
are really monolingual in two different scripts. “فاين كير” is “Fine care” in the Roman and the 
Arabic script; “سبالش” is “Splash” in the Roman and Arabic script; “بريز” is “Breeze” in the 
Roman and Arabic script, etc.; however, in other brands like Power horse, and Good burst only 
the Arabic script is used. In the case of Good burst, it conveys vitality, nonetheless, when 
transliterated in Arabic “جود” means generosity, hence, the brand designer is playing with 
words in order to get a load of positive connotations using both Arabic and English. Therefore, 
Pollard and Chan (2001: 188) are right when they said that the benefit of transliteration is that 
it makes the target reader closer to the original sign at least phonologically, and very rarely, 
like the previous example, semantically. The consumer gets used to the brand names and do 
not seem alien anymore as they are written in a familiar Arabic script. 
8.1.4   Hybrid anglicisms 
One of the strategies used in the creation of new brands is through combining English and 
Arabic or English and French words. In this category, we should distinguish two types of hybrid 
anglicisms: (a) English-induced compounds, in which one of the elements is borrowed from 
English (and sometimes adapted), and the other element is a native one; or (b) English-French 
compounds in which one of the elements is borrowed from English, and the other element is 
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English – Arabic                   English – French 
19 (61%) 12 (39%) 
Anissa Cosmetics, Sahara Secrets, Beldi Soap, 
Clean Dar, Zahra Clean, Rania Clean, Aya 
Cosmetics, Atlas Cosmetics, Assia Cosmetics, Izil 
Moroccan Beauty, Jawhara Cosmetics, Sedki 
Cosmetics, Zaman Cosmetics, Qurban Perfumes, 
Superior Oud, Chabi Chic, Super Hejla, Imperial 
Khzama, Luxury Caftan. 
Citruma, Lelemon, Macao, Marocake, 
Maxis’Javel, Nettop, Learn & Earn 
Cosmetique, Mademoiselle Splendid, 
Nature Biocosmetique, Maroc N’ Roll, 
Body Actif, Pretty Linge.  
Table 35. Frequency and examples of hybrid anglicisms retrieved from our corpus 
As can be seen in the table above, 61% of the brand names combine elements from Arabic 
and English. It is interesting to note that the hybrid Arabic + English duplicates its counterpart 
English + Arabic. In this way, from a communicative point of view, it seems more efficient for 
hybrid anglicisms to start with Arabic or adapted terms, as this makes them more familiar to 
the Moroccan consumer. Friedrich (2002:24) rightly observes: “instead of one language with 
an already tired set of combinations, one ends up having two codes available which makes for 
an entirely new set of possible combinations”. Moreover, most of the Arabic lexical items used 
in combination with English are nouns, especially, Moroccan nouns of founders “Aya, 
Jawhara, Assia, Qurban,” animals “Hejla,” plants “Khzama” “Oud,” mountains “Atlas,” and 
traditional Moroccan clothing “Caftan.” 
In fact, probably one of the most interesting features is that contrary to adapted anglicisms, 
in which the English words are transliterated into Arabic, in the hybrid category we have 
observed that the Arabic words are written in Latin script and they look like pseudo-English 
words. This may be explained by the fact that there are major differences between the two 
languages; for example, Arabic texts are written and read from right to left, using a cursive 
script, compared to English which is written using Latin script and read from left to right. The 
differences make the combination of the two languages difficult, if not impossible.  
The use of French in promotional business genres is a common feature of the Moroccan 
consumer landscape. Elsewhere we have detailed the specific situation for the use of French in 
Morocco, where it is in widespread use in a variety of different domains, including education, 
and the media. However, its combination with English is rather new. Twelve instances of 
English- French code switching was found in the corpus. In this category not only English 
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French compounds were spotted, but also blending was used in almost half of the brands, 
e.g.Nettop <nettoyage + top>, Marocake <Maroc + cake>, Citruma <citrus + Maroc>. 
According to Haarman, different languages conjure different feelings or associations. For 
instance, French invokes elegance, sophistication, refinement and fashion (1989: 29), whereas 
English is associated to modernity, internationalization, protection, innovation and quality, 
among others. Gerritsen et al (2000) report that advertising agencies generally claim that they 
incorporate English in their advertising because it provides the product with a modern, 
innovative image. Hence, combining the two codes generates a load of positive values.  
The reasons why anglicisms are frequently used in Moroccan brand names were examined 
as well. Moreover, it has been shown that the functions of English elements are to give the 
products the air of expensiveness, selectiveness and high prestige in order to convince the 
consumers that these products enjoy high levels of quality. This is not a surprising fact that the 
prestige value with its associations to success, leadership, royalty, and wealth dominate the 
scene. Together with vitality orientation and hedonic orientation, nature orientation is another 
common value promoted through English. The effects of English vary with product types, 
because different industries rely on different values in naming their products. Our results also 
coincide with those published in previous studies on anglicisms in print media (González et al. 
2009; Díaz 2011; Balteiro and Campos 2012; Lujan García 2015; González Cruz 2015; 
Rodríguez Medina 2016; Tejedor Martínez 2017). 
8.2   Cognitive operations 
The second research goal deriving this study was analyzing cognitive operations that underlie 
the conceptual fabric of Moroccan anglicized brand names. In this connection, Table 36 shows 
the frequency and percentages of a total 738 annotated conceptual operations. The most 
remarkable result of our study is that more instances of metonymy (68%) are found than those 
of metaphor, which amount only to (24%); hence, we could argue that the role of metonymy is 
as important as that of metaphor. Our view is in agreement with other scholars who claim that 
the role of metonymy is more fundamental than that of metaphor (see for instance, Panther and 
Radden 1999; Gibbs 2007; Panther et al. 2009, among others). The following table offers 
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 Compar. Correlat. Expans. Reduct. Chains Strengthen. Mitigat. Total 
Convenience 
goods 
37 66 142 2 64 37 6 354 
Percentage 10.45% 18.64% 40.11% 0.56% 18.07% 10.45% 1.69% 100% 
Shopping 
goods 
50 29 151 5 144 45 5 429 
Percentage 11.65% 6.57% 35.19% 1.16% 33.53% 10.48% 1.16% 100% 
Total 87 95 293 7 208 82 11 738 
 
Percentage 
11.78% 12.87% 39.70% 0.94% 28.18% 11.11% 1.49% 100% 
Table 36. Frequency of occurrence of cognitive operations  
Domain expansion metonymy has been found to be the most productive operation in the 
construction of brand’s meaning, being involved in the design of almost all the brands under 
scrutiny. Metonymic chains follow in number. Comparison metaphor, correlation metaphor, 
and strengthening strategies, though used to a lesser extent are still found in a large number of 
brand names in the corpus. Furthermore, the most salient feature yielded by the corpus is the 
low frequency of occurrence of reduction metonymy and mitigation operations that are largely 
outnumbered by their converse operations, strengthening strategies and expansion 
metonymies.  
8.2.1   Domain expansion and reduction 
Ruiz de Mendoza (2000) puts forward the existence of two basic types of metonymies: 1) 
source-in-target, in which the source domain is a subdomain of the target, and 2) target-in-
source, in which the target is a subdomain of the source. Hence, domain expansion operation 
involves the development of a subdomain into its matrix domain. In our corpus, among the 
metonymic sources found, 98% are identified as subdomains of the target and are categorized 
as source-in-target type. The formal operation cueing, provided by linguistic and pictorial 
elements, is the precondition for the activation of this operation.  
The product is presented by the brand name, which metonymically stands for the item in 
question: BRAND NAME FOR THE PRODUCT. Ungerer (2000) maintains that 
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CONTAINER FOR CONTENT and THE NAME FOR PRODUCT are used as effective 
advertising tools, consciously and extensively. Thus, this type of metonymy is often used to 
highlight one important attribute, effect, or ingredient of the target product; as a result, the 
subdomain identifies the product by emphasizing its most representative characteristic (see the 
following Figure).  
 
Figure 39. Schematic representation of BRAND NAME FOR PRODUCT metonymy 
Most of the brand names in convenience goods belong to the first category, namely brand 
as a product 35 . Consequently, the most common metonymies are: ATTRIBUTE FOR 
PRODUCT and EFFECT FOR PRODUCT, both account for 60%. The brand designer exploits 
metonymies for promoting one of the most important features and makes it stand for the rest. 
For instance, XXL Energy relates directly to the functional benefits performed by the drink and 
other brands make use of emotional benefits, see for instance Happy Rolls, which consists of 
the positive side effect obtained from the consumption of the ice cream. Our corpus also 
displays some brand names that make use of domain expansion operations based on the 
INGREDIENT source domain; see for instance, Green Cola, Aloe Plus, Chocoup, Peanut, 
Argan, Oud, etc. The choice of the source domain is closely related to the strategic and tactical 
management of the brand designers, whether they are focused solely on brand attributes or on 
 
35 According to Aaker (1996) brand identity consists of twelve dimensions organized around four 
perspectives: the brand-as product (product scope, attributes, quality values, uses, users, country of 
origin), brand-as organization (organizational attributes, local vs global), brand-as a person (brand 
personality, brand customer relationships), and brand-as a symbol (visual, imagery/metaphors and 
brand heritage). 
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other dimensions. From a marketing point of view, Aaker (1996: 73) claims that product 
attributes are extensively used for three reasons: 
• It is often effective, because attributes are important to the purchase decision and the use 
experience. 
• It is relatively easy, since customers are more comfortable talking about attributes than about 
less tangible benefits. 
• It reassures managers that customers evaluate brands using a logical model, which means 
that their decisions are easier to predict and understand. 
From a linguistic point of view, the importance of using lexical associates of the products 
is extremely relevant because it has a distinct recall advantage when used as a brand name 
(Robertson 1989). He further argues that “A natural verbal associate of the product class, when 
used as a brand name, has the cognitive advantage of already being stored (learned) as a 
representative member of the activated category…. mentally connecting that name with the 
product category becomes easier” (ibid.: 64). Thus, it comes as no surprise the high number of 
attributes or effects used as source domains in naming the product. The following figures are 


















































Figure 43. Schematic representation of ATTRIBUTE FOR PRODUCT metonymy 
The qualitative analysis unveiled yet another relevant fact. After examining the three 
dominant types of expansion metonymies corresponding to the corpus selected, it can be 
observed that these source-in-target metonymies are aimed at highlighting three main aspects 
of the target product: 
• ATTRIBUTE FOR PRODUCT METONYMY: This type of domain expansion operation 
aims at emphasizing the quality of the product (see tables 37 and 38 below) this is evident 
in the number of lexical items denoting quality, see for example: top, super, superior, 
premium, best, fine, good, leader, etc. 
• EFFECT FOR CAUSE METONYMY: This type of domain expansion operation 
concentrates on the positive effects obtained from the consumption of the product; 
nonetheless, this effect might be a physical or an emotional one. Some products make use 
of functional effect as a source domain, for example, Energy, Power, Health, Beauty, 
Glamour, Status, etc., whereas other products, on the other hand, make use of emotional 
effect as a source domain, so we have brand names like Joy, Happiness, Love, Passion, 
Comfort, Care, among others. 
• INGREDIENT FOR PRODUCT METONYMY: This type of domain expansion operation 
is often used to highlight one special ingredient of the product. Many brand names in our 
corpus make use of this source domain to name their product. However, it is worth noticing 
that this type of source domain is absent in personal care products and cleaning 
products.This could find explication in the fact that most of these products are made of 
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chemical substances, thus, it would be inconvenient to highlight them. Instead, as we can 
observe in the analysis of cleaning and personal care products, brand designers make use of 
other source domains like cleanliness or care as part of their identity to produce positive 
effects. Most of these brands exploit the pictorial elements, like green color or leaves to 
camouflage the negative side of the product, (we will refer to this in more details in 
metonymic chains).  
The following tables represent the type of metonymies together with their source domains 
in each sector: 











Golden, Nice, Top 
(4), Sweet, Spicy, 
Tasty, Premium, 
Nice, Pure, Best, 
Good, Crispy, 
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Natural (3), Bio (3), 
Fresh, Pristine, Pure 
(3), Organic (2), 
Green, Perfect, Good, 
New, Luxury, Super, 
Superior, Top 
Chabi, Soft, Aero, 
Bling, Tidy, Comfort 
(10), Felexible, 
Spidy, Fly, Flyer, 
Best, Golden 
Super (2), Pretty-Linge, 
Aero, Beauty, Premium, 
Imperial, Flexible (2), 
Pure (“), Soft, Ecological 
EFFECT FOR 
CAUSE 
Beauty (7), Glamor, 
Ideal-Skin, Love, 






Speed, Chic, Prestige 
Bourgeois,  
Happy, Harmony, Actif, 
British-Dreams, Prestige 
(2), Happy Dream 
INGREDIENT FOR 
PRODUCT 
Argan (10), Mint (2), 
Moroccan Oil, Oud 
  
Table 38. Shopping goods source domains 
Finally, another instance of domain expansion has to do with acronyms and initialisms like 
B.B and M.N.S, M.M. These acronyms are used as logos accompanying the brand name 
functioning as metonymic access points to their full brand names. It is interesting to note that 
most of these cases are found in shopping goods brands. Furthermore, the reason behind using 
this strategy might be imitating famous brand names such as, D&G (Dolce and Gabbana), LV 
(Louis Vuitton), VS (Victoria’s Secret), CH (Carolina Herrera), which result in adding a touch 
of modernity and internationality to the brand. See the following examples: 
 
Figure 44. Examples of the brand names with acronyms 
In brief, three dominant types of metonymic brand names and their diverse ways of 
activating domain expansion operation in the process of developing the source domains to the 
target domains have been discussed above. These source domains are semantically encoded 
either by the most significant and representative features, positive effects, or ingredients. 
Moreover, the choice of source domains has a close relation with branding strategy. 
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Highlighting special features of a particular product is the safest branding strategy, and, 
consequently, ATTRIBUTE FOR PRODUCT expansion metonymy is the most dominant one.  
Regarding target-in-source metonymy, the matrix domain serves as a reference point for 
one of its subdomains, hence reducing the semantic scope of the conceptual representation. In 
the corpus selected, metonymic reduction is usually used in combination with other metonymic 
interactions resulting in what is called metonymic chains. 
8.2.2   Metonymic chains 
Metonymic complexes or metonymic chains are understood as the chained combination of two 
or more metonymies, where the starting point is usually an expanded or a reduced domain that 
results from a first metonymic operation affording access to another metonymic shift. Ruiz de 
Mendoza (2000) puts forward four patterns of interactions: (i) metonymic expansion plus 
metonymic reduction; (ii) metonymic reduction plus metonymic expansion; (iii) double 
metonymic expansion; (iv) double metonymic reduction. 
The analysis of our corpus reveals that metonymic chains consisting of more than two 
metonymies dominate the scene, especially in shopping goods. They take at their point of 
departure either an expansion or a reduction metonymy triggered by verbal or pictorial cues, 
such as the leaves, green color, crown, star, etc. However, the last operation is most of the time 
an expansion metonymy, where the target domain is usually the product. The following are 
examples of metonymic combinations that are common in the corpus selected: 
1.  Metonymic expansion + metonymic reduction + metonymic expansion 
LEAVES FOR NATURE FOR ECOLOGY FOR PRODUCT 
EXPANSION + REDUCTION + EXPANSION 
The verbo-pictorial surroundings are precisely the ultimate cue to elicit a metonymic chain 
such as LEAVES FOR NATURE FOR ECOLOGY FOR PRODUCT. This metonymic 
complex involves a first metonymic expansion, from LEAVES to a more encompassing 
domain NATURE and subsequently a metonymic reduction, from NATURE to a more specific 
domain ECOLOGY. Finally, the last mapping involves a consideration of the products as being 
healthy. This kind of mapping enables the consumer to prompt the connection and feel more 
engaged to the brand name, hence instead of directly stating the attributes of the product 
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(natural, healthy or pure, etc.)  the brand designer uses a leaf, a tree, or adds a touch of green 
and leaves the task to the consumer to reach the intended conclusion.  
Furthermore, with the rise of sustainable concerns, green advertising has reached its peak 
and the promotion of sustainable products becomes vital (Ülkü and Hsuan 2017). According to 
Erdman (2008), eco-consciousness is now an expectation and numerous brands across 
categories are in a race to see who can be “greenest”. However, it is true that this metonymy is 
found in various environmentally friendly products, but it is also exploited to make non-nature 
friendly products look nature friendly.  In our corpus, soft drinks, cleaning products and 
cosmetics, in particular, make use of this metonymy to cover the negative side of their products 
(see examples below): 
                                              
      Example: Soft drink                     Example: Cleaning product                    Example: Cosmetics 
These false or misleading claims are referred to as “Greenwashing”. In this sense, brands 
like green cola, which in fact contains a great amount of sugar, gas, preservatives, and coloring, 
releases misleading information as being a healthy or a ‘green’ product by means of a 
multimodal metonymic chain.  Besides that, through the activation of the well connoted 
conceptual domain NATURE by means of the metonymic association to “green”, brand 
designers are constructing positive associations, such as environmentally friendly or healthy 
for their eventually unhealthy or artificial products. 
2. Double metonymic reduction + metonymic expansion 
ARGAN TREE FOR ARGAN KERNELS FOR ARGAN OIL FOR PRODUCT 
REDUCTION + REDUCTION + EXPANSION 
A special element used frequently as a naming strategy in our corpus of cosmetics is argan, 
cued verbally and pictorially. Argan oil is a plant oil produced from the kernels of the argan 
tree (Argania spinosa L.) that is endemic to Morocco. In Morocco, argan oil is edible but above 
all it is used for cosmetic purposes. It is known for protecting and revitalizing the skin, anti-
aging, and anti-acne. Nowadays it is a major and internationally well‐established actor on the 
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cosmetic‐oil market, where it is being used for face creams and as an ingredient in lip gloss, 
shampoo, moisturizers, and soaps (Guillaume et al. 2019: 317).  
The fact that this name is used exhaustively in cosmetic brands indicates that the brand 
designer wants to stress the fact that the product is made from natural ingredients with an 
exclusive and authentic Moroccan origin. In fact, the interpretation of the linguistic cue argan 
or the pictorial cue argan tree needs three subsequent metonymic shifts: ARGAN TREE FOR 
ARGAN KERNELS (reduction), ARGAN KERNELS FOR ARGAN OIL (reduction) and 
ARGAN OIL FOR COSMETIC PRODUCTS (expansion). Similar considerations are made by 
Ruiz de Mendoza and Galera Masegosa (2014) about the word cotton which involves the 
cooperation of three metonymic operations: COTTON PLANT FOR COTTON WOOL 
(reduction), COTTON WOOL FOR COTTON CLOTH (expansion) and COTTON CLOTH 
FOR COTTON CLOTHING (expansion). Nonetheless, they suggest that present day speakers 
do not activate the whole metonymic process for interpretation. In our example of argan, it is 
only the first and last shift that remains active in most speakers’ minds. Nerlich and Clarke 
(2001: 123) label this phenomenon as “opaqueness of metonymic chains.” See Figure (45) for 
a schematic overview of the cognitive processes involved: 
 
 
Figure 45. Schematic representation of argan metonymic chain 
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3. Metonymic expansion + metonymic reduction 
LOGO (MOSAIC) FOR MOROCCAN ARTISAN FOR PRODUCT 
EXPANSION + REDUCTION 
For the sake of explanatory clarity, let us consider the following examples retrieved from 
our corpus: 
 
Figure 46. Examples of the brand names with a mosaic 
What these brands have in common is the mosaic employed in the design of the logo. The 
mosaic is made to stand for the whole domain of Moroccan artisan and gives rise to typicality 
effects (typical examples), or, to put it simply, what we judge as good examples of a category. 
Therefore, the pictorial cue allows us to construct the expansion metonymy MOSAIC FOR 
MOROCCAN ARTISAN, and by a metonymic reduction connect the MOROCCAN 
ARTISAN to those particular products (cosmetics, clothing), due to the fact that Moroccan 
artisan is a broader domain capable of covering different hand-made products. This metonymy 
is further reinforced by the use of verbal cues, namely tradition, Morocco, Moroccan and so 
forth.  
4. Double reduction metonymy 
FOUNDER FOR COMPANY FOR PRODUCT 
REDUCTION + REDUCTION 
This metonymic chain involves two consecutive processes of domain highlighting through 
a double metonymic reduction. Our corpus has revealed that there are many cases in which the 
name of the founder of a given company is used to name the product made by that company 
(e.g., Silia, Sidki, Aya, Asia, Anissa, etc.). Hence, the name of the founder stands for the 
company, and the company stands for its products. Moreover, many international brands use 
this naming strategy such as Prada, Louis Vuitton, Yves Saint Laurent, Levis, Christian Dior, 
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etc. However, as referred to earlier, consumers are rarely aware of this double reduction 
metonymy, i.e., they do not associate the company with the products. They rather associate it 
directly to the founder of the company (Ruiz de Mendoza and Galera Masegosa 2014). As a 
result, the product inherits relevant values from the source domain of the founder, such as those 
of heritage, prestige, and family tradition. 
Another metonymic relation that lands itself on double target-in-source metonymy is 
PLACE FOR SOURCE FOR PRODUCT. In brand management, this strategy is referred to as 
“Country of Origin Branding” (COOB). This is illustrated by the following examples: 
 
Figure 47. Example of country-of-origin branding 
Brand designers apply place names to refer to the source of the product. Generally, 
consumers are ready to spend more money for a branded product from a COOB with a more 
favorable country image (Koschate-Fischer et al. 2012). Hence, naming a product Moroccan 
Treasures, Moroccan Nature, Moroccan Secrets, etc. acts as a signal of product quality because 
that country has a heritage in making the best within that product class, which directly affects 
the likelihood of purchase (Koschate-Fischer et al. 2012). All of these products listed above 
will be perceived to be of a high quality, just because of their origin, namely Morocco, which 
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5. Double expansion metonymy 
SALIENT PART OF CONSTRUCTIONAL FORM (POLY) FOR WHOLE FORM 
(POLYESTER/MATERIAL) FOR PRODUCT 
EXPANSION + EXPANSION 
This type of metonymy consists in two consecutive operations of domain expansion. In 
this pattern, there are two source-in-target metonymies, in which the target domain of the first 
metonymy works as the source domain of the second metonymy. In the example at hand, the 
first expansion metonymy functions at the grammatical level, in which the clipped noun gives 
a metonymic access points to the full noun, namely, from poly to polyester. A second 
metonymic expansion is needed, in which the material (polyester) stands for the product. Other 
examples are flex, bio, diam, eco, maxi, fab and so forth (see the following examples): 
 
Figure 48. Examples of clipped brand names 
8.2.3   Comparison metaphor 
Another operation occupying a proportion of 11.51% of the total account of cognitive 
operations is comparison metaphor. As we have seen elsewhere, comparison metaphor is based 
on the idea of the resemblance that can be found between two independent conceptual domains 
reached through a previous formal operation, abstraction, which enables to derive a generic 
structure common to both domains. Kövecses (2002: 59) observed that part of the success of 
an advertisement hangs on how well-chosen the conceptual metaphor is and what the visual or 
verbal cues used in the advertisement attempt to evoke in people. Therefore, a well selected 
metaphor may work wonders in promoting the sale of a product. This statement could be 
expanded to include brand names too, in which conceptual metaphor plays an important role 
to convey specific messages in an economic way either through the use of novel and creative 
metaphors and consequently less frequent expressions, or through the use of conventionalized 
metaphors.  
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As it has been proposed by the Conceptual Metaphor Theory (CMT), most of the creative 
or novel metaphors are in fact based on existing conceptual mappings (Kövecses 2002; Lakoff 
1993). For instance, in a brand name like King Fruit, the word king underlies the conventional 
metaphor NON-LIVING ENTITIES ARE PEOPLE and the creative extension THE DRINK 
IS A KING based on the same conventional metaphor. In the corpus selected, two general 
groups have been distinguished depending on whether the product is compared to a living entity 
or to an inanimate object. 
The following figure is a representation of the two high-level metaphors with their specific 
six metaphorical domains: 
 
Figure 49. Schematic representation of the most used source domains (my own adaptation) 
The majority of resemblance metaphors are based on the Great Chain of Being, referring 
to “a scale of forms of being-human, animal, plant, inanimate object” proposed by Lakoff and 
Turner (1989: 167).They maintain that the Great Chain of Being Metaphor is “[…] a tool of 
great power and scope because […] it allows us to comprehend general human character traits 
in terms of well-understood nonhuman attributes; and, conversely, it allows us to comprehend 
less well-understood aspects of the nature of animals and objects in terms of better-understood 
human characteristics” (ibid.: 172). Brands from our corpus largely exploit the high-level 
mapping metaphor NON-LIVING ENTITIES ARE LIVING ENTITIES and NON-LIVING 
ENTITIES ARE INANIMATE OBJECTS. As a result, products are endowed with the same 
attributes and structural configuration that living beings or inanimate objects possess.  
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The following table summarizes comparison metaphors with their corresponding brand 
names: 
General metaphor Specific metaphor Brand name 
NON-LIVING ENTITIES 
ARE LIVING ENTITIES 
PRODUCT IS A PERSON: 
PRODUCT IS A CAPTAIN 
PRODUCT IS A BULLFIGHTER 
PRODUCT IS A DON 
PRODUCT IS A TAGGER  
PRODUCT IS A KING 
PRODUCT IS A MADEMOISELLE 
PRODUCT IS A PARTNER 
PRODUCT IS A WARRIOR 
PRODUCT IS A SUPERHERO 
PRODUCT IS AN ARABIAN 
KNIGHT 
PRODUCT IS A PLANT: 
PRODUCT IS A DAISY FLOWER  
PRODUCT IS A LOTUS  
 
PRODUCT IS A FLOWER 
 
PRODUCT IS A ROSE 
PRODUCT IS A LAVENDER  
PRODUCT IS A MOLY 
PRODUCT IS AN ANIMAL: 
PRODUCT IS A HORSE  
PRODUCT IS A DOVE 
PRODUCT IS A KANGAROO 
PRODUCT IS A BUTEERFLY  
PRODUCT IS A CAMEL  
PRODUCT IS A LONEWOLF  
PRODUCT IS A COBRA 
PRODUCT IS A DUCK 
PRODUCT IS A PARTRIDGE 















Floridays, Lotus, Secrets, 
Essential Organic Offerings 
Flower Power, Green 
Inspiration, Bigdil, Pristine 


















1. PRODUCT IS A NATURAL 
OBJECT: 
PRODUCT IS A MOUNTAIN 
PRODUCT   IS A BREEZE 
PRODUCT IS A DESERT 
PRODUCT IS A STAR 
 
PRODUCT IS GOLD  
 
 
Mountain Juice, Atlas 
Breeze 
Sahara Secret 
Star Soda Big Star, Star Ice, 
Super Star, Star Shoes 
Gold Orange, Gold Hair, 





PRODUCT IS AN ATOM 
PRODUCT IS A PLANET 
PRODUCT IS SUN  
PRODUCT IS SILVER MOON 
PRODUCT IS A HORIZON 
PRODUCT IS A DIAMOND 
 
PRODUCT IS SILVER 
PRODUCT IS A WAVE 
Gold Ice, Gold Star, Gold, 








Sterling Perfume  
Wave Perfume 
 2.PRODUCT IS A NATURAL 
PHENOMENON: 
PRODUCT IS A (STRAWBERRY) 
WHIRLEWIND 






 3.PRODUCT IS A COMPLEX 
OBJECT: 
PRODUCT IS A FUZE 
PRODUCT IS A TONIC 
PRODUCT IS A TANGO DANCE 
PRODUCT IS A GOLDEN GLOBE  
PRODUCT IS A ROBOT 
PRODUCT IS A CANDLE 
PRODUCT IS A CROWN 
PRODUCT IS A BONE 
PRODUCT IS A POLO GAME 
PRODUCT IS A FESTIVAL OF 
COLORS 
PRODUCT IS AN ARROW 
PRODUCT IS A POEM 
PRODUCT IS A PIECE OF ART 









Poly Crown, Triumph, Crown  








Table 39. Metaphors with their corresponding brand names 
The first of these metaphors (i.e., NON-LIVING ENTITIES ARE PEOPLE) is cued with 
the human domain, which can be illustrated by brand names like: Captain, Tagger, Don, King, 
etc. Hence, all human attributes are mapped onto the products. For instance, a brand name like 
Bullfighter, is presented as bearing the same properties and abilities pertaining to that person, 
who is a masculine, strong, and a brave fighter, etc. Those properties need to be further 
parametrized to fit its own conceptual structure. In consequence, powerfulness and strength of 
the person should be parametrized into the effect of the drink, which is energy and strength. As 
Koller (2009: 62) explains: “branding messages use personification to aid cognitive processing 
of the brand concept, compressing the complex system that is a corporation into an abstract 
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bundle of characteristics and making this abstraction graspable by linking it to human 
personality as the source domain.” 
The low-level metaphor NON-LIVING ENTITIES ARE ANIMALS underlies the 
understanding of brand names like Horse, Dove, Kangaroo, Camel, etc. By this metaphor, 
products are endowed with the same structural configuration and attributes which originally 
belong to those animals. Thus, Dove (menstrual pads) functions as a pictorial cue for consumers 
to make a comparison between the traits of a dove (soft, light, wings) and similar or compatible 
attributes are parametrized and mapped into the menstrual pads (gentle on the skin, wings, 
light).  
The last of these low-level metaphors, NON-LIVING ENTITIES ARE PLANTS, maps 
the relevant plant attributes into those of inanimate entities. In this way, a brand name like 
Lotus can be interpreted via the comparison between essential attributes of the domain of the 
lotus flower (good smell, purity, beauty, rebirth) and some compatible traits of the product. 
Other comparison operations make use of the high-level metaphor NON-LIVING 
ENTITIES ARE INANIMATE OBJECTS, which can be illustrated by brand names like 
crown, star, planet, gold, sun, moon, storm, whirlwind, to name just a few. Interestingly, most 
source domains in our corpus are elements of nature. Hence, the natural side characterizing 
such entities is mapped into the product (we will refer to the value of nature in more details in 
the discussion of axiological values).  
Lastly, the above metaphorical brands show how two separate domains: living entities and 
inanimate objects can endow the brands with positive attributes and qualities. Brand names in 
the selected corpus come in many different shades and forms, they can use source domains of 
animals, people, plants and objects. Moreover, using resemblance metaphor meaning is 
suggested rather than asserted. Therefore, they evoke novel and suggestive inferences, which 
help in increasing the interest in the brand.  
8.2.4   Correlation metaphor 
Grady (1997) regards correlation metaphor as an operation grounded in experiential 
conflation, in which two separate domains are perceived in our mind as if they were the same 
category on the basis of continued co-occurrence in nature. For a correlation metaphor to exist, 
the occurrences should happen frequently in our daily life experiences, both in the source and 
in the target domain. Simply put, the mapping directly links two kinds of experience: 
sensorimotor experience (e.g., WARMTH, CLOSENESS) and subjective experience (e.g., 
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AFFECTION, INTIMACY) that co-occur regularly in specific situations, giving rise to a 
mental connection between two conceptual domains. Hence, our senses provide important 
metaphors.  
The source domains of the embodied metaphors found in the corpus are mostly perceptual 
notions like verticality (UP), container (HEART), size (BIG), space/location (ALIGNMENT), 
and visual properties of objects (BRIGHTNESS, SHAPE). Target domains, on the other hand, 
are abstract concepts in the sense that they are more linked to mental operations, i.e., they are 
evaluations of the sensorial experiences (Grady 1997). Target domains are of three distinct 
types: basic notions of evaluation (IMPORTANT, GOOD), abstract generic concepts 
(SIMILARITY, NATURE), and emotions (HAPPINESS, LOVE).   
UP/ DOWN image schema grounded metaphors: 
The semantic configuration of brand names structured by UP/DOWN source domains 
comprise the notion of the verticality spatial orientation image schema. In the corpus at hand, 
the verticality image schema involves two dominant correlation metaphors: 1) Evaluation 
(GOOD IS UP, BAD IS DOWN), and 2) Quantity (MORE IS UP, LESS IS DOWN) whose 
upper end correlates with vintage position and bigger quantities MORE QUANTITY IS UP. 
The relation between the concepts MORE and UP is a correspondence between the conceptual 
domain of quantity and the conceptual domain of verticality, which can be seen in linguistic 
expressions such as “The number of books printed each year keeps going up, his draft number 
is high, my income rose last year, the amount of artistic activity in this state has gone down in 
the past year” (Lakoff and Johnson 1980: 15). The verticality image schema also activates 
metaphors such as BEING HEALTHY IS BEING UP and HAPPY IS UP. See the examples 
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Table 40. Examples of the UP-DOWN image schema grounded metaphors 
In brand names like Chocoup, Chipsup, Cornup, the source domain UP functions as a 
linguistic cue for the activation of the correlation metaphor (MORE IS UP), conveying a sense 
of quality, whose upper end correlates with bigger quantities (MORE QUANTITY IS UP). 
Thus, a brand name like Chocoup, will be understood as being of a good quality and having 
more quantity of chocolate.  
In the same vein, other brands like Big Star, Biggy, Iceland, or Planet consist of the 
correlation between size/volume of an object and the value we give to that object when 
interacting with it. In the first two examples (Big star, Biggy), the adjective big is used 
GOOD IS UP MORE IS UP/ IMPORTANT IS 
SIZE (BIG) 
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explicitly, however, in Planet and Iceland no size or weight words are actually used, but the 
images evoked by “Planet” and “Iceland” both instantiate IMPORTANCE IS SIZE. The 
English word big can refer to a person or a thing of great importance or significance; important 
or significant (online Merriam-Webster). The concept of “importance,” however, like most of 
the notions functioning as target domains of primary metaphors is rather generic and unspecific 
in meaning.  Consequently, in order to reach a relevant interpretation, a final operation is 
needed, namely parametrization. This parametrization has to be compatible both with the 
conceptual nature of the advertised product (i.e., the type of attributes that turn an ice cream 
into something important for a consumer), and with other contextual cues. Such 
parametrization requires a metonymic reduction. Hence, importance is made to stand for one 
of the product attributes depending on the context (refreshing, tasty, creamy…).  
Other brands combine correlation and comparison metaphor in their semantic 
configuration, see for instance, Mountain Juice, Star Ice, Star Soda, Crown. In the previous 
subsection it has already been shown how convenience brands can be based on comparison 
operations that map the conceptual fabric of NON-LIVING ENTITIES (e.g., star) onto the 
product, thus enriching the target with relevant features of the source (excellence, leadership, 
energizing properties of nature). The source domain star comprises the notion of a verticality 
image schema GOOD IS UP. Consequently, the positive experiences related to spatially UP 
orientation are generated by the customer. Therefore, the combination of comparison and 
correlation operations make the brand name wealthier in terms of positive connotations rather 
than presenting the verticality image schema in a more literal way.  
The association between being in a high position and feeling happy is the motivation 
behind the correlation metaphor HAPPY IS UP, usually up-word orientation of the body or the 
mouth stands for happiness (Lakoff and Johnson 1980). This conceptual metaphor can be seen 
in linguistic expressions such as to feel up, to be on cloud nine, to be high, and others. Lakoff 
and Johnson argued early that English has this metaphor because when we are happy, we tend 
to be physically up, moving around, being active, jumping up and down, smiling (i.e., turn up 
the corners of the mouth), rather than down, inactive, and static, and so forth. Moreover, the 
relation between the primary metaphor and the product is established by presenting the latter 
as the cause or origin of the happiness, through the expansion metonymy: EFFECT FOR 
CAUSE. The target domain of the primary metaphor (i.e., HAPPINESS) is also made explicit 
verbally in brands, such as Happy Rolls, Fun Cola, Baby Joy, Choco Happy, Happy Dreams, 
etc., or through pictorial elements like the smiling mouth, or the jumping elephant.  
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GOOD IS BRIGHT: 
The LIGHT/DARK metaphor is exploited creatively at the pictorial mode. This is the case 
with the embodied mapping GOOD IS BRIGHT where the brightness (i.e., source domain) 
seems to originate from the product. Ortiz (2011: 1571) argues that the experiential grounding 
of the GOOD IS BRIGHT metaphor stems from “The kind of relationship we establish between 
light and security versus darkness and danger is the origin of GOOD IS BRIGHT/BAD IS 
DARK metaphor.” As a result, the product is perceived as the source of the goodness associated 
with their luminosity. For the sake of illustration, we present the following examples: 
 
Figure 50. Example of brand names containing GOOD IS BRIGHT metaphor 
By the same token, Pérez Hernández (2019) explains that the goodness conveyed by this 
primary metaphor can be further metonymically parametrized in order to adjust the conceptual 
meaning depending on the nature of the product. For instance, in the case of food products, it 
could be linked to their taste or nutritional value, but in cosmetics, it could be linked to the 
glow of the skin obtained as a result of using the product, whereas in cleaning products it could 
be related to shininess and cleanliness (effect of the product).  
SIMILARITY IS ALIGNMENT: 
In relation to the primary metaphor SIMILARITY IS ALIGNMENT, it is based on a 
metonymic mapping: SHAPE FOR OBJECT; objects may replace each other because they 
have the same shape. The obvious similarity of shape of the letters (u, o, i) and the shape of the 
object overlapped with it (upward position of the mouth, rolls, ice-cream cone), make the full 
alignment plausible. 





Figure 51. Examples of brand names containing SIMILARITY IS ALIGNMENT metaphor 
Norman Teng’s (2009) in his article “Image alignment in multimodal metaphor” further 
explains that one way of creating similarities between different visual elements is by presenting 
them as featuring the same orientation, color, size – or any other saliently shared aspect of 
design. There is a large body of existing research in psychology showing the importance of 
surface similarities. When we are young, we tend to focus on perceptual or surface level (for 
example, shape or color) similarities for categorization or for giving meaning to new words, 
and it is only as we get older that we start to use functional, structural or other semantic 
similarities (Namy and Gentner 2002). Hence, it is not surprising that this correlation metaphor 
is more present in sweet food and ice creams, which are products targeted towards younger 
consumers. 
THE HEART IS A CONTAINER OF EMOTIONS: 
Some brands in this sector can be grouped in what is referred to in marketing as umbrella 
brand36, also known as family branding or sub-brand. They are different products belonging to 
a single brand marked under their parent brand: 
 
36 For more information about family branding, see Kotler and Keller (2012).  




Figure 52. Schematic representation of the Umbrella branding (my own adaptation) 
Aaker (1996: 275) in his masterpiece building a strong brand, suggests that this process 
of sub-branding has many benefits, among them “to expand the user base, provide variety, 
energize the brand, manage innovation, and block or inhibit competitors”. He also suggests that 
using a sub-brand aims at avoiding unnecessary costs of creating visibility and association of 
a new brand. They are traditionally considered as “bonds for quality” in the economics and 
marketing literature (Wernerfelt 1988; Montgomery and Warnerfelt 1992). Through an 
umbrella brand, a company can grant recognition and credibility. Thus, the seller can signal 
higher quality to the buyer (Wernerfelt 1988) and/or reduce buyer`s perceived risk 
(Montgomery and Warnerfelt 1992).  
The element that these brands inherited or transferred from their parent brand is the iconic 
heart (logo). We would argue that this umbrella branding concept comprises two important 
operations: the first one is a source-in-target and a target-in-source metonymy, where the heart 
(logo) is a sub-domain of the company: HEART (logo) FOR COMPANY (parent brand) FOR 
PRODUCT. This metonymic mapping enables the consumer both to draw the associations 
quickly and to conceptualize the extended products as having the same quality and credibility 
of the parent brand. Burcea (2016: 138) maintains that the idea of family branding is by itself 
metaphorical: “the metaphors of family brand and parent brands represent yet another linguistic 
evidence that consumer perception of brands in terms of human being is rooted in metaphor.” 
The second operation is a correlation metaphor HEART IS A CONTAINER OF EMOTIONS, 
among them love is the outstanding one, stemming from the generic metaphor THE BODY IS 
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A CONTAINER, which in turn metonymically made to stand for the product, THE HEART 
FOR LOVE FOR PRODUCT. Nonetheless, through a cognitive process known as 
parametrization operation, which consists in the configuration of conceptual representations 
depending on textual and contextual layout provided by the nature of the product, love is further 
parametrized to be understood as a biscuit made with love, and well protected. 
The examples discussed above show how profoundly embodied conceptual metaphors are 
eminently usable in the medium of branding. As has been discussed earlier, the number of 
correlation metaphors is higher than that of resemblance metaphors. Many scholars agree that 
employing correlation metaphors in advertising and branding is useful for marketing purposes 
since they correlate with some of the basic ideas that need to be communicated about a product: 
its nature, its functions (roles), its evaluation (good, important, essential), and the emotions it 
may arouse (desire, happiness). Furthermore, our findings are in accordance with many 
scholars who agree that correlation metaphor can contribute to bridging the potential gap 
between cultures due to their relative universality, which is of interest to the present-day global 
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8.2.5   Strengthening and mitigation operations 
According to Ruiz de Mendoza and Galera Masegosa (2014), these two operations are based 
on scalar concepts like weight, height, distance and depending on where this scalar notion is 
placed can acquire either a mitigation or a strengthening operation. As a result, some lexical 
and grammatical mechanisms are used to intensify and mitigate in different ways, “one may 
love a person too much, a lot, little, very little, etc; one may have excellent, very good, good, 
poor eyesight, etc.” (Ibid. 2014: 198). Strengthening operations have been found to be the most 
productive in the construction of convenience and shopping goods brands, which requires the 
customer to carry out the converse mental operation (i.e., mitigation) that will need to be 
conveniently parameterized to reach the final interpretation. The following table includes 
brands based on strengthening mechanisms effected using augmentatives, intensification 




Always, Big Star, Biggy, Besty, Best Socks, 
Baby Premium, Excelo, Extra, Grandever, 
Giga, Imperial, Imperial Khzama, Infinity, 
Perfect White, Perfect Beauty Plus, Premium, 
Plus, Maxi Clean, Maxi’S, Maxi Choco, Nettop, 
Rich Bond, Top Top, Top 4, Top Cookies, Top 
Care, Tip Top, Super Star, Super Baby, Super, 
Hejla, Super Soft, Super Robot, Super K, Super 
Love, Superior, Xtra, XXL Energy, 2XL, 3XL 
Crown (P), Crown Caftan, Poly Crown, 
Crown Perfumes, Gold, Gold Orange, 
Gold Chips, Gold Ice, Gold Hair Care, 
Gold Star, Golden, Golden Globe, 
Diamonds, King Fruit.  
Table 41. Lexical items used in strengthening strategies 
A large group of brands in our corpus are strengthened through the use of augmentative 
words (big, large, extra, double large, maxi clean, super baby, etc.) and to a lesser extent 
derivational processes (augmentative suffixes and prefixes). Our findings are in accordance 
with Pérez Hernández (2016) who analyzed strengthening and mitigation strategies in 
American wine brand names and found that American branding strategies are based on lexical 
items, generally involving intensification adjectives and adverbs. She justifies this in the lack 
of augmentative suffixes in the English language. The interpretation of augmentatives relies on 
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the ICM of size. In his proposal, Ruiz de Mendoza (2000: 359) integrated our experiential 
knowledge about large entities in relation with corollaries (f) and (g): 
f) A large entity is more visually noticeable. 
g) A large entity is more difficult to control. 
From (f) and (g), we derive, as corollaries, two opposed emotional reactions in our 
understanding of large entities: 
h) We feel large entities as being potentially important and, therefore, likeable. 
i) We feel large entities as being potentially dangerous. 
Accordingly, the positive meaning of the brands listed above derives from the corollary 
(g) activating the relevant elements of this ICM, namely, an important, visually noticeable, and 
therefore likable product, which needs to be conveniently parametrized within the context of 
each product type. By way of illustration, let consider XXL Energy and Superbaby. The drink 
XXL Energy will activate notions of good quality, more energy; Superbaby, on the other hand, 
which belongs to personal care category, will be parametrized to be understood as a 
comfortable, more active baby due to the good quality of the diaper. Therefore, it is the quality 
and property of the product that are reinforced rather than the quantity.  
Most of strengthening operations work in combination, either with domain expansion 
metonymies or with comparison metaphors. Nonetheless, it comes as no surprise, since the 
interaction of scalar operations like strengthening with non-scalar operations like comparison 
metaphor has already been accounted for (Pérez Hernández 2016, 2019).  
A productive way of designing brand names is through the combination of strengthening 
and comparison operations. Linking the product through its brand name/logo, with other source 
domains that are understood as positive, important, likeable is frequently used in the corpus; 
nonetheless, this comparison operation goes hand in hand with the strengthening strategy, 
especially when referring to an outstanding cultural entity or category. By mixing these two 
operations, the brand designer succeeds in presenting the product as belonging to a higher 
category. Likewise, King Fruit, for instance, is not a juice aimed only for kings, but it will be 
understood as an exclusive, high quality juice that even kings might drink due to its quality and 
flavor. Another interesting lexical item used abundantly to name products is gold, which is a 
positive highly valued entity in almost all cultures (e.g., Gold Orange, Gold Haircare, Gold 
Chips, etc.). Through a comparison metaphor, the target domain (product) inherits the touch 
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of, high quality, expensiveness, exclusiveness that is associated with the source domain (gold) 
and, consequently, the target domain will be downplayed to be understood as promising the 
same degree of quality and exclusiveness.  
Although to a lesser extent (1.49%), mitigation strategies are also present in our corpus 
through derivational processes.  Brands based on mitigation strategy make use of the 
diminutive suffix -y, see for instance Besty, Biggy, Freshy, Kidy. The interpretation of 
diminutives as that of augmentatives hinges on the ICM of size, giving rise to affective 
connotations. Ruiz de Mendoza (1996: 164) studied the workings of mitigation strategies 
(diminutives), and their relation to a particular cultural model (ICM of size), which he 
formulates as follows: 
a) Entities range in size from very small ones to large ones. 
b) A small entity is often more manageable than a bigger one. 
c) A small entity is often less harmful than bigger ones. 
From (b) and (c), we derive, as corollaries, two opposed emotional reactions in our 
understanding of small entities: 
d)  Small entities are likeable 
            e)  Small entities are unimportant  
As argued by Ruiz de Mendoza (2008: 136) corollaries (b) and (c) are in fact metonymic 
derivations: small entities either stand for the class of likeable entities or for the class of 
unimportant entities depending on whether the entity in question is manageable or harmless.  
Nonetheless, in the context of branding, as already pointed out elsewhere, brands are meant to 
highlight the positive traits of the products; therefore, it could be argued that a brand built 
through mitigation or strengthening strategy will activate those positive corollaries of small or 
large entities. A brand like Freshy, Besty and Kidy lead the consumer to understand the product 
as something pleasant, likeable because it is manageable and harmless. An interesting brand 
making use of both scalar concepts is Biggy. This brand combines strengthening and mitigation 
at the same time, through the use of the augmentative big and the diminutive suffix-y. It could 
be argued that the diminutive suffix is used here to bring down the possible intrinsic negative 
properties of large entities. Adding the diminutive helps in creating a positive final evaluation 
in the mind of the consumer: a biscuit offering more quantity, likeable, and tasty.  
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To sum up, the qualitative analysis has revealed that scalar operations heavily rely on 
strengthening strategy in the design of brand names. Strengthening strategies are more based 
on lexical items than on derivational processes and they generally involve compounding and 
phrases with intensification adjectives, prefixes or adverbs as In Perfect White, Superior Oud, 
Grand Ever, Giga Dorsal and so forth. These brands also make use of the ICM of SIZE through 
the use of strengthening strategies based on a comparison operation with other domains of 
highly positive entities: Diamond, Gold, Crown Caftan, Moroccan Treasure, King Fruit, etc. 
Finally, the most remarkable feature yielded in our corpus is, on the one hand, the low 
frequency of mitigation strategies, which amounts only to (1.49%) and, on the other hand, they 
are highly dependent on other cognitive operations for their realizations, namely expansion 
metonymies and comparison metaphors.  
8.2.6   Product type 
The third objective was to explore whether there is a connection between the type of cognitive 
operation and the type of product, since each category has its own characteristics and address 
different needs. The first category, namely, convenience goods include low priced products 
that are bought with little planning and little cognitive effort, while shopping goods involve 
more planning and a higher cognitive effort. To date, the only comprehensive work on 
multimodal metaphor and metonymy across different types of products in advertising, as far as 
we know, is that by Pérez Sobrino (2017). In the spirit of complying with this essential 
necessity, we tried to explore this relation and apply it to branding. Figure (53) depicts a graphic 
overview of the distribution of conceptual operations for convenience and shopping goods 
products: 




Figure 53. Distribution of seven types of cognitive operations according to product type 
Findings revealed that the type of product did not play a major role in determining the 
conceptual operation that will be at work. This fact contradicts my initial hypothesis, that 
metonymy played a significant role in the construction of convenience goods, and metaphor 
played a predominant role in the promotion of shopping goods. In terms of figurative meaning, 
both categories showed the same preference for expansion metonymies, strengthening 
strategies, comparison metaphors, and the low occurrence of mitigation strategies and 
reduction metonymies regardless of the adopted product type. On the other hand, it is worth 
mentioning that both categories belong to tangible products, which result in the ownership of 
something, hence, by extension, their reliance on the expansion metonymy, especially 
ATTRIBUTE FOR PRODUCT and EFFECT FOR PRODUCT is reasonable. However, as can 
be extracted from the graph, a notable variation occurred regarding metonymic chains and 
correlation metaphors. In fact, metonymic chains occupied a core role in the promotion of 
shopping goods, while there was a lower preference for correlation metaphors if compared to 
convenience goods. We presume that this is probably due to the fact that brands in shopping 
goods showed a higher tendency in employing founder and country of origin metonymic 
chains, which were less frequently used in convenience goods. The overall assessment of the 
results gives pride of place to expansion metonymy as a suitable mechanism for the promotion 
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8.2.7   Choice of mode 
As noted in Chapter (5), monomodal metaphors are “metaphors whose target and source are 
exclusively or pre-dominantly rendered in one mode” (Forceville 2006: 383), while multimodal 
metaphors are “metaphors whose target and source are each represented exclusively or 
predominantly in different modes” (ibid.: 384). In the corpus we have selected, the source 
domain of both metonymies and metaphors is represented visually and/ or verbally while the 
target domain is not always present and has to be inferred or can be said to have a metonymic 
relation with the brand: BRAND NAME FOR PRODUCT.  Thus, if the source domain (brand) 
is of verbal mode, by extension the target domain will show the same nature because it has 
metonymic relation with the brand.  Consequently, this kind of metonymic relation between 
the brand and the product made the analysis of modality in brands a challenging task.   
Forceville (2009) suggests that talking about modes cannot be separated from talking about 
the material carrier of the message, i.e., about the medium. Brands in the selected corpus pertain 
mainly to two categories, brand names and brand mark (word marks, and combination marks). 
The first category is a font-based logo that focuses on a brand name alone, examples are Besty, 
Fresh Protect, Gold Haircare, Master, Planet Chips, etc. The second category, on the other 
hand, comprises a combined word mark and a pictorial mark, see for instance Bionoble, 
Golden, Tonik, Citruma. The picture and text can lay side by side, stacked on top of each other 
or are integrated together. In relation to this, we believe that the type of the brand, and whether 
it is an integrated verbal or pictorial brand has a direct effect on the nature of modality in 
conceptual operations. For illustration purposes, we have designed the following figures: 
 
              Figure 54. Verbal metaphor37                            Figure 55. Verbo-pictorial metaphor  
 
37 VS (verbal source), VT (verbal target), VPS (verbo-pictorial source), VPT (verbo-pictorial target) 
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For instance, if the brand is a word mark and it contains a comparison metaphor, by 
definition this metaphor would be of a verbal monomodal type, whereas if the brand is a 
combination of marks it may result in a multimodal operation, especially when the source 
domain is pictorial. Consequently, this resulted in two dominant modalities: (i) monomodal 
verbal operations and (ii), multimodal verbo-pictorial operations. The followings figures are 
graphic representations of modes according to the type of cognitive operation: 
 
Figure 56. Choice of mode in convenience goods 
 












































CHOICE  OF MODE IN SHOPPING GOODS
verbal pictorial verbo-pictorial
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Broadly speaking, the results indicate that there is a general tendency for favoring the 
verbal mode, especially in expansion metonymies and strengthening strategies, both in 
convenience and shopping goods. As we have explained elsewhere, most of expansion 
metonymies in our corpus are creatively exploited for the promotion of product features, thus 
the verbal mode is used to state directly those characteristics of the product, like being fresh, 
the best in the market, or its effect such as power, beauty, happiness. With respect to 
comparison metaphor, the verbo-pictorial mode shared prominence with the verbal mode.   
It is interesting to note that some visual cues are literal representation of the brand name, 
e.g., Power Horse, Lelemon, Super Robot, Lotus. Hence, in this case multimodality should be 
considered occurring within domains. Our findings are in accordance with Pérez Sobrino 
(2017), who has shifted the traditional view on multimodality occurring across domains to a 
possible multimodality occurring within domains.  
Unlike the previous conceptual operations, in which the verbal mode shared prominence 
with the verbo-pictorial mode, the correlation metaphor showed a different tendency towards 
modality and the monomodal pictorial mode was also used to represent source domains. 
Examples from our corpus are the pictorial smiling mouth, or the happy elephant which act as 
cues that activate the correlation metaphor HAPPY IS UP. As has been argued before, 
correlation metaphors do not have the product as their target domain because they are 
experiential and embodied in nature, however, the connection between them and the product is 
established in a specific way, which reveals a close interaction with other cognitive metonymic 
operations as the EFFECT FOR CAUSE expansion metonymy. Hence, this distinctive feature 
of correlation metaphors makes the pictorial mode a good candidate for their construction.  
While expansion metonymy, correlation, and strengthening showed a number of 
similarities in terms of modality; metonymic chains, on the other hand, seem to behave 
distinctly. As a matter of fact, the multimodal verbo-pictorial mode outnumbered its converse, 
namely the monomodal verbal mode. This is most clearly conveyed by the fact that the source 
domain of multimodal metonymic chains is usually visual (see for instance, the leaves or the 
green color) while the target domain (product) is either of a verbal or verbo-pictorial nature. In 
short, the verbal and verbo-pictorial mode were at work in most of the cognitive operations. 
Type of the product did not have a conspicuous effect on the choice of mode as both 
convenience goods and shopping goods almost behaved in the same way.  
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8.3   Axiological values 
The fifth research objective of this study sought to map out the set of values linked to 
convenience and shopping goods samples and account for linguistic and visual means used to 
codify them, and the way they are introduced through metaphors and metonymies. The analysis 
of the corpus revealed seven dominant values, namely generic positive evaluations, importance 
(prestige), nature, hedonism, vitality, aesthetics, and reliability/security. Values in the selected 
corpus are conveyed explicitly by verbalizing how good, prestigious, natural or healthy is the 
product, thus through a metonymic link, or through establishing a metaphorical link with a 
domain conventionally representing the desired quality, for instance, the world of royalty to 
convey prestige. The score for each particular value mapped from the seven sectors is reported 
in the following table: 
 
Generic 




Nature Hedonism Vitality Aesthetics 
Reliability/ 
security 
 V P V P V P V P V P V P V P 
Drinks 4  7 2 8 12 3 
 
 
12 4   1  
Food 13  11 1 1 1 14 7 4 1   2  
Personal 
care 
3  1  1 5 8 1 9 1   5  
Cleaning 
products 
3  2  3 2 4  10      
Cosmetics/ 
Perfumes 




3  21 9 3 4 8 1 8 5 5  3 6 
Household 
appliances 
2  9 3 2  6    1  2  
Table 42. Dominant values in the sample of convenience and shopping goods brands 
























Figure 58. Representation of the dominant values in convenience and shopping goods brands 
In general, the references seem to be distributed among seven axiological groups. 
However, convenience and shopping goods categories show major preferences. In the 
convenience goods category, associations with vitality prevail, followed by hedonism, nature, 
generic evaluation, and prestige values. At the bottom line is reliability/security. Referring to 
shopping goods, the prestige group is by far the leading one, followed by nature, 
reliability/security, aesthetics, hedonism, vitality and, to a lesser degree, generic evaluation. It 
is interesting to note that the aesthetics value was present only in shopping goods, and no 
instances of it were found in convenience goods.  In terms of modality, axiological values were 
also cued at the pictorial and verbal mode except for generic positive evaluation, which was 
present only in the verbal mode. Comparison of the results in Figure (58) revealed that despite 
of their differences, both categories shared a preference for nature values. In what follows, we 
will present a more detailed discussion of the dominant values. 
8.3.1   Dominant values in drinks 
Key values: Nature and vitality 
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Dominant value Metonymic link Metaphoric link 
Nature INGREDIENT FOR PRODUCT 
GREEN/LEAVES FOR NATURE FOR 
ECOLOGY FOR PRODUCT 
PRODUCT IS A NATURAL 
PHENOMENON OR OBJECT: 






EFFECT FOR CAUSE: Power, energy, 
extra, juicy life.  
Correlation metaphor: 
GOOD IS UP /HAPPY/ 
HEALTHY:  boost, booster 
Comparison metaphor: 
PRODUCT IS A HORSE 
                        A WHIRLWIND 
                        A FUZE 
Table 43. Dominant values in drinks  
The nature value is strongly supported by the use of combined verbal and visual cues. 
Hence, it is introduced primarily by the INGREDIENT FOR PRODUCT metonymy, where the 
fruit transmits positive qualities, such as being natural and healthy, and secondly, through the 
excessive use of metonymic chains: GREEN/LEAVES FOR NATURE FOR ECOLOGY FOR 
PRODUCT. In this light, the product is perceived as nature friendly, ecological, natural and 
consequently, healthy. Another way to convey the nature value is through comparing the 
product with elements of nature, like breeze, mountain, desert, etc., with the appearance of 
many trends like health-wise, clean label, or nature-friendly. Moreover, many brand designers 
incorporate this value to help in reducing the negative associations beverages have in terms of 
causing negative health effects, due to the high level of sugar, caffeine and taurine they may 
contain. Nevertheless, Moroccan consumers are not an exception, as they are increasingly 
embracing a Western lifestyle, and these changes have influenced their consumption patterns. 
Packaged food and healthy choices are among the fastest growing segments within the food 
and beverage industry. The naturally healthy segment of beverage sales has seen a steady 
growth in Morocco (Global Analysis Report 2014). Therefore, the extensive use of the nature 
value in this sector comes as no surprise.  
The vitality value is conveyed by means of the EFFECT source domain, alluding directly 
to the benefits delivered by the drink. In this case, the energy the consumer will get from 
drinking the beverage. From a marketing point of view, Aaker (1996) explains that a benefit 
based on a product attribute that provides functional utility to the customer has direct links to 
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customer decision and experience of use. For drink products, functional benefits are the effects 
of the drink, such as, power, energy strength, and speed. 
This value is more present in energy and soft drinks than in fruit juice, which is more 
inclined towards the nature value. The employment of correlation metaphors: GOOD IS UP 
and MORE IS UP are also significant, which evokes feelings of strength/energy, health, and 
also speed. For instance, the word boost which is based on a double expansion metonymy: 
PART OF CONSTRUCTIONAL FORM (BOOST) FOR WHOLE FORM (BOOST YOUR 
ENERGY) FOR PRODUCT, and on a correlation metaphor GOOD IS UP, combines both 
energy/strength values and speed values. On the other hand, we have one case, in which the 
brand name Splash, may activate undesired negative connotations, building on the correlation 
metaphor DOWN IS BAD, however, we believe that brand designer’s intention is to convey 
positive associations, hence splash may be interpreted as the EFFECT (REFRESHING) FOR 
CAUSE (DRINKING THE BEVERAGE).  
Last but not least, vitality values are conveyed, to a lesser extent, through the use of 
comparison metaphors. The whirlwind and the fuze are both associated to speed and strength, 
something that happens very fast, unexpected and causes destruction; however, destruction, 
which usually holds negative associations, in this case could be perceived positively as 
something powerful. Moreover, the horse holds associations to speed value, and power of 
endurance.  
As regards lexical units, those that are directly related to the vitality value are nouns 
(power, energy, booster, fuze, life, detox among others), and verbs (boost, splash, burst). It is 
interesting to note that lexical units related to nature are all noun references to elements of 
nature, animals, fruits, etc. (lemon, orange, aloe, breeze, mountain, horse, pulp, green, fruit 
among others). As for the other lexical categories, especially adjectives, they are less frequent. 
In vitality values for instance, we identified only two adjectives: fresh and juicy. A close insight 
into the selected brand names shows that nouns are the most dominant lexical units related to 
these values. 
Finally, it is worth mentioning that the values in Table 43 are displayed on verbal and 
pictorial modes. Furthermore, nature values tend to occur more at the pictorial mode, while 
vitality is more common at the verbal mode. Another interesting feature of this sector is the 
combination of vitality and nature values. Hence, we could argue that these values are 
complementary and consequential, anything that comes from nature, must be energetic and 
healthy. 
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8.3.2   Dominant values in food 
Key values: Generic positive evaluation, Hedonism, and Prestige 




ATTRIBUTE FOR PRODUCT: Good, best, 






ATTRIBUTE FOR PRODUCT: Sweet, spicy, 
tasty, crunchy, crispy, socream. 
EFFECT FOR CAUSE: fun, happy. 
 
Correlation metaphor: 





ATTRIBUTE FOR COMPANY FOR 
PRODUCT: Leader chips, master 
 
Comparison metaphor:  
   PRODUCT IS GOLD 
                            GOLDEN GLOBE 
                             STAR     
Table 44. Dominant values in food  
Results indicate that food category is characterized by the predominance of generic 
positive evaluations, hedonic and prestige values. It is worth noticing that nature and vitality 
values are scarce, which contradicts my initial hypothesis maintaining that vitality values will 
be at the core of food brands like the former category, drinks, as both belong to products that 
can be ingested. Generic evaluations and hedonic values are verbalized explicitly with no 
metaphorical links, whereas prestige values are introduced both through metonymies and 
metaphors. It is interesting to note that apart from hedonic values that were displayed on the 
pictorial mode, especially eudemonism, the rest pertained to the verbal mode. 
Generic positive associations are conveyed by means of ATTRIBUTE FOR PRODUCT 
metonymy. Branding professionals in order to attract potential customers, employ values to 
facilitate the decision-making process and induce people to buy products (Diehl et al., 2015), 
and the easiest way to do so is through employing generic evaluations, like being good, 
excellent, nice, of premium quality, etc. 
Hedonic values, on the other hand, are also used frequently in this sector, the prevailing 
position of taste, by stating quite plainly that this particular product is tasty, delicious, or how 
spicy, sweet, etc. it is. Moreover, brand designers evoke eudemonism and leisure values, for 
example naming the product happy chips and happy choco or through visual cues, such as the 
Chapter 8. Discussion and results  
304 
 
smiling mouth. These brands in turn can be portrayed as being good because they are delicious, 
or they will make the consumer happy (emotional benefit). 
Prestige values share prominence with hedonic values. Leadership and wealth associations 
dominate the scene. In the former, the value is manifested in two ways, either directly 
verbalizing that the company is a leader in its domain (see the examples in Table 44), or through 
a metaphoric link; thus, comparing the desired object to a source domain, namely the star (we 
referred to this metaphor in the discussion of cognitive operations), nowadays the star is 
considered as a symbol of leadership and top quality. Wealth associations are introduced 
through a comparison metaphor, hence comparing the product to gold, see for instance Gold 
Chips, Gold Ice, Golden, or through the source domain of an international and prestigious 
award made from gold: Golden Globes.  
As regards lexical units, those that are directly related to generic positive evaluations are 
mostly evaluative adjectives (good, good days, best, nice, super, excellent), with two 
exceptions, premium and top, that are nouns. Language units related to the value of hedonism 
include mainly adjectives, such as tasty, sweet, delicious, spicy, crunchy, crispy, and happy. 
Moreover, unlike the two previous values, the analysis revealed that the prestige value 
employed by brand designers was explicitly linked to nouns such as leader, master, star, titan, 
paradise, gold.  
8.3.3   Dominant values in personal care products 
Key values: Vitality, hedonism, and reliability 
Dominant value Metonymic link 
Vitality: 
Hygiene, durability 
EFFECT FOR CAUSE 
Hedonism:  
Touch, causing comfort, 
eudemonism 
ATTRIBUTE FOR PRODUCT 
EFFECT FOR CAUSE 
Reliability  EFFECT FOR CAUSE 
Table 45. Dominant values in personal care  
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In general, the references seem to be widely distributed among three axiological groups. 
Nonetheless, the hedonic group shares prominence with the vitality group. The results indicate 
that hygiene and pleasantness associations stand for most of the references. Another important 
characteristic of this sector is that most names denoting reliability/ security are included in the 
group of menstrual pads, and shampoos (e.g., Top Care, Fine Care, Hairsave, Hairprotect, 
Freshprotect), whereas baby diapers and baby wipes groups denote hedonic aspects, more 
precisely, eudemonism and comfort (see for instance, Baby Joy, Happy Baby, Comfies, Jumpy). 
Finally, the rest of the references are too scarce to draw valid conclusions.  
The majority of lexical units related to hedonic values are adjectives (e.g., happy, easy, 
soft). Interestingly, the adjective “clean” is frequently used in vitality values. Reliability 
evaluations, on the other hand, show a preference for the adjective “care” and the verbs “save” 
and “protect”. 
8.3.4   Dominant values in cleaning products 
Key value: Vitality 
Dominant value Metonymic link 
Vitality: 
Hygiene  
EFFECT FOR CAUSE 
Table 46. Dominant values in cleaning products  
Vitality value is conveyed by means of the verbal EFFECT source domain, alluding 
directly to the functional benefits of the product. The value is invoked by the adjective “clean”, 
which is used extensively in this category, see for instance Soft clean, Rania clean, Maxi clean, 
Cleanox, Zahra clean, Clean fast and so forth. Consequently, these products are perceived as 
valuable because they portray cleanliness, which is sacred in the Moroccan society. Pollay 
(1990) suggests that the choice of the value by the creator of the advertisement presupposes a 
shared value with the consumer, which makes the value accessible. Cleanliness is highly valued 
by Moroccan society because it is part of the prevailing religion 38 , as the hadith says, 
“Cleanliness is half of the faith.” Consequently, the frequent employment of the hygiene value 
both in personal care products and in cleaning products is not arbitrary. It should be pointed 
 
38 Ablution is the ritual washing performed by Muslims before prayer. Muslims must be clean and 
wear good clothes before they present themselves before God five times a day. 
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out that three patterns of combination were manifested in this category, namely hygiene and 
prestige, hygiene and efficiency, hygiene and hedonism. In terms of lexical units related to this 
value, we noted that only the adjective clean was used.  
8.3.5   Dominant values in cosmetics and perfumes 
Key values: Prestige, nature, aesthetics, reliability/security 
Dominant 
value 
Metonymic link Metaphoric link 
Nature GREEN/LEAVES FOR NATURE  
FOR ECOLOGY FOR PRODUCT 
ARGAN TREE FOR ARGAN KERNELS 
 FOR ARGAN OIL FOR PRODUCT 
PRODUCT IS A NATURAL 
PHENOMENON OR OBJECT: 
MOUNTAIN, HORIZON, STORM, 
WAVE.  
PRODUCT IS A PLANT: 
FLOWER, LAUREL LEAF, 
ROSE 






   FOUNDER FOR COMPANY  
               FOR PRODUCT 
     PRODUCT IS GOLD 
                  IS SILVER 
                  IS A CROWN 
                  IS A TREASURE 
                  IS A ROMAN EMPEROR 
                  IS A PEACOCK 
Reliability: 
authenticity 
PLACE FOR SOURCE FOR PRODUCT 
LOGO FOR MOROCCAN ARTISAN FOR 
PRODUCT 
 
Table 47. Dominant values in Cosmetics and Perfumes 
The value of nature is conveyed by means of metonymic chains through the following 
source domains: green color, leaves, trees, argan tree, or via comparison metaphors, in which 
the source domain is either a natural phenomenon, or a plant. The value of nature is one of the 
dominant values, verbally and pictorially; however, the results of our analysis indicate that, in 
most of the cases, this value is combined with other values: nature and prestige, nature and 
aesthetics, nature and reliability. As previously discussed in the drink category, this value is 
used to highlight both the natural components of the products and the environmental concerns 
of the company. On the other hand, the aesthetics value is conveyed by means of the EFFECT 
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FOR CAUSE metonymy referring directly to the ultimate benefit from using cosmetic 
products, which is beauty.  
The prestige value is one of the most recurrent values in this category, and it shares 
prominence with the values linked to nature (they both account for over 50% of all 
axiologically loaded names). Moreover, references to wealth, antiquity, royalty and prestige in 
general, prevail. As can be observed from the examples presented in the table, this value is 
conveyed by means of the GOLD, SILVER, TREASURE, DIAMOND source domains 
pertaining to the symbolic wealth subgroup, or through references to royalty through CROWN, 
PEACOCK, ROMAN EMPEROR.  
In the same vein, one of the outstanding features in the cosmetics and perfumes categories 
is the extensive use of the founder’s name metonymy to suggest prestige in general: 
FOUNDER FOR COMPANY FOR PRODUCT, see for instance, Assia, Aya, Jawhara, Anissa, 
Qurban, Silia, etc. Interestingly enough, all founders are women, which may have some 
cultural and historical implications39 . Another point to be taken into consideration is the 
axiological load of some of these names, see for instance Jawhara (Diamond) holding a 
symbolic wealth, Aya (Quranic verse) and Qurban (Offering), associated to religious symbols.  
The authenticity value is based on metonymic source domains, which are directly 
verbalized or visualized through metonymic themes: the country of origin, the symbol of 
Moroccan artisanal products, and the argan tree. This value was introduced frequently to 
communicate the original aspect of the product and, by extension, its purity and high quality, 
because Morocco is the only country that produces argan oil. Moreover, in many examples, the 
noun or the adjective (Morocco, Moroccan) was combined with the noun secret, see for 
instance, Moroccan Secrets, Secret of Morocco, Moroccan Natural Secrets, hence, conveying 
authenticity and a sense of mystery, which keeps the consumer eager to discover what these 
Moroccan beauty secrets are.  
As regards lexical units, those that are related to nature are adjectives (organic, natural, 
biological), and nouns (nature, horizon, argan). Furthermore, the aesthetics value shows a 
preference for nouns (beauty and cosmetics). Whereas in the reliability/security value there is 
no outstanding group, nouns and adjectives are used equally.  
 
39  In 2003, with the help of Moroccan government, female cooperatives were established to 
manufacture argan oil. These programs provide women of rural Morocco with a steady income, keen 
sense of empowerment in a traditionally male-dominated society. Nowadays, most of these products 
are produced by traditional methods in co-operatives owned entirely by Berber women. 
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8.3.6   Dominant values in clothing/accessories/footwear 
Key values: Prestige, aesthetics, and vitality 
Table 48.  Dominant values in clothing, accessories and footwear  
The prestige group is by far the dominant one (they account for 40% of all references). 
Associations to wealth, royalty, status, religious symbols, ancient symbols prevail. However, 
there is no outstanding concentration among them. Vitality values are transmitted via the 
EFFECT FOR CAUSE metonymy and, to a lesser extent, through comparison metaphors, such 
as source domains of bone and arrow, the former is associated to strength and durability, and 
the latter to speed. Furthermore, the speed value was recurrent in footwear products, while 
durability, energy/strength were present in clothing. Furthermore, it is normal to find an 
association to aesthetics in this category; thus, references to elegance, harmony and beauty 
were conveyed by means of ATTRIBUTE and EFFECT metonymies. Respectively, the 










ATTRIBUTE FOR PRODUCT (golden)                                                                      
EFFECT FOR CAUSE (success, glory, 
triumph) 






INDIAN FESTIVAL OF 




EFFECT FOR CAUSE (speed, speedy, fly, 
flyer)                                                                             
 
PRODUCT IS A BONE 





ATTRIBUTE FOR PRODUCT  
EFFECT FOR CAUSE 





ATTRIBUTE FOR PRODUCT (soft) 
EFFECT FOR CAUSE (comfort, flexibility) 
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hedonic group was more visible in footwear products, verbalizing explicitly how comfortable 
the shoe is, see for example Comfy, Comfort, Rexon Comfort, Comfort Socks, Comfort Flex. 
As to lexical units, those that are directly related to prestige evaluations are mostly nouns 
(e.g., gentlemen, glory, cobra, polo, diamond, gold, triumph, prestige, stone, crown, art, etc.) 
with two exceptions, bourgeois and golden, that are adjectives. In the same vein, the vitality 
group shows a preference for nouns. Language units related to the hedonic value include mainly 
adjectives, and to a lesser degree nouns, especially comfort. Finally, in the aesthetics group 
there is an equilibrium between nouns and adjectives.  
8.3.7   Dominant values in household appliances: Mattresses 
Key values: Prestige and Hedonism 





ATTRIBUTE FOR PRODUCT (imperial) 
EFFECT FOR CAUSE (British dreams) 
Metonymic chains (Washington, West) 
PRODUCT IS GOLD 





ATTRIBUTE FOR PRODUCT (soft, flexible) 





Table 49. Dominant values in mattresses  
The conceptual analysis of mattresses brands leads to the conclusion that the prestige group 
is the leading one, the same as in the two previous categories (cosmetics, and 
clothing/footwear). In the prestige subgroups, associations to wealth, foreign glamour and, to 
a lesser extent, royalty, prevail. On the other hand, brands of this category also appeal to 
hedonic values, related to touch (soft), eudemonism (happy), and pleasantness (flexibility, 
rest). It is interesting to note that most of the values are conveyed verbally through metonymic 
links with the product. Moreover, the design of the brands is very simple, focusing exclusively 
on verbal cues and the majority are designed using the black color.  As regards to lexical units, 
prestige values are mostly presented by nouns (e.g., west, gold, diamond, silver, prestige, 
Washington, British), except from the word “imperial”, which is an adjective. The hedonic 
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group shows reliance on adjectives (e.g., happy, soft, flexible) and, to a lesser extent, on nouns 
such as “rest, dream” and one verb “touch”. 
8.4   Choice of color 
Another element to be discussed due to its persuasive value in branding is color. The color 
system has been a crucial factor in the understanding of embodied language (Feldman 2006). 
Color plays a crucial role in the identification, communication and, as a result, in the purchasing 
decision of a brand. It can convey an appropriate message and image as well as to shape the 
visual identity of the brand. Among our objectives was to discover the preferences of color in 
the context of specific product classes, and, at the same time, if the associations of colors might 
differ depending on the product type.  Lindstrom (2005) specified that colors create obvious 
brand associations, which are also a key factor to communicate with consumers. Different 
colors represent different emotions and affect consumer reactions; that is, brand color relates 
to brand personality (Moser 2003).  
At the overall sample level, the most frequently used colors are black, white, red, blue, and 
green, while the least frequently used colors are yellow, golden, gray, brown, purple, pink and 
orange. The color use range is wide across categories. For example, the presence of black 
ranges from 28,7% in shopping goods to 17.37% in convenience goods, whereas golden ranges 
from 1,82% in convenience goods to 8,29% in shopping brands.  
 




Figure 59. Representation of color choice in convenience and shopping goods 
The results indicate that color choices do vary depending on the product category. As can 
be grasped from the graphic representation of color choices, convenience goods show 
preference for the white color, while shopping goods show a dominance of the black color. It 
is not easy to find reasons for all of these cases of variation, but it is possible to give some 
plausible explanations.  
The fact that the black color amounts to 38% in shopping goods and only to 17% in 
convenience goods could be justified by the fact that the black color is associated to elegance, 
sophistication, glamour; hence, it is relevant in the design of cosmetics, perfumes, clothing 
brands, accessories, footwear, in which the aesthetics plays a vital role. A lot of international 
brands specialized in clothing or cosmetics opt for this color in the design of their brands, see 
for example Chanel, Prada, Ralph Lauren, Gucci, Louis Vuitton, L’Oréal and so forth.  The 
variation of the white color is also significant. In convenience goods, white color amounts to 
26%, while in shopping goods only to 8%. The choice of this color in convenience goods 
triggers associations of purity to the product, especially in drinks and food, whereas in personal 
care and cleaning products, it provides traits of cleanness, and hygiene. Furthermore, red is the 
third most used color, which is generally associated with the characteristics of activity, 
strength, and stimulation and it is frequently used in the design of convenience brands. The 
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efficiency and reliability, and it is a calming color. Furthermore, this color was especially used 
in hygiene and household cleaning products. Association of blue color varies depending on the 
context; in hygiene, for instance, it triggers calmness, and coolness, whereas in household 
products it was associated with efficiency and reliability. Another remarkable color is golden, 
which was frequently used in shopping goods. The golden color in these brands exudes high 
quality, wealth, and prestige. Table 50 shows the associations for all colors retrieved from our 
corpus: 
Table 50. Colors and their associations in convenience and shopping goods 
It is interesting to note that many logos in our corpus contain more than one color, or one 
dominant color with a smaller accent color. Moreover, certain color combinations are infused 
with meanings, (e.g., orange and green with orange juices, or brown color with leather), and 
country of origin (e.g., red and green with Morocco). In these cases, color plays the role of a 







White purity, cleanness, hygiene 
Black strength, power, elegance, sophistication, glamour 
Red vitality, stimulation, passion 
Green nature, freshness, renewal 
Blue calm, efficiency, reliability 
Yellow warmth, friendliness, optimism 
Golden quality, prestige,wealth 
Brown earthiness, nature, protection 






The present dissertation has sought to shed new light on the unexplored territory of Moroccan 
anglicized brand names, with particular attention to how values arising from these anglicized 
brands can be largely guided and constrained by a number of cognitive operations. Moreover, 
our analysis was extended to cover other branding elements, like color and logo. Therefore, the 
multimodal conceptual interplay characterizing most of these brands in our selected corpus was 
analyzed. A brief review of what has been accomplished in the preceding chapters and the 
summary of the results intend to show how the research goals have been reached to a reasonable 
level. 
The theoretical framework was established, and the main theories were described. In the 
second chapter, we tried to establish a general understanding of the concept of brand name, its 
creation, its function and its most relevant types and characteristics. Two major themes have 
been outlined, namely the marketing and linguistic approaches. The former delves into what 
brand equity is and how it can be developed. Examining the marketing theories about brands 
was beneficial to our analysis, as it helped us to understand the relation between brand identity, 
which focuses on product-related brand characteristics, and the high number of expansion 
metonymies compiled in the corpus. Brand identity is greatly supported by the associations 
triggered by the brand features in consumer minds, so that analyzing the axiological input of 
each particular sector helped us in identifying the core values that brand designers aspire to 
create and/or maintain. Finally, special attention was given to word formation processes. With 
the high increase of brand names entering the marketplace, marketers are more interested in 
morphology to help them coin new words or combine carefully selected morphemes to 
construct brand names that have some easily inferred or implied meaning. Furthermore, brand 
designers can combine certain prefixes and suffixes, can clip pre-existing words and create 
blends, can make compounds by combining two lexical morphemes. All these actions help the 
design of creative and memorable brand names. 
The third chapter provided an overview of language contact and linguistic borrowing, and 
an outline of the languages which have come into contact with Moroccan Arabic, with a 
particular focus on the status of the English language in the Moroccan landscape. A 
classification of anglicisms was highlighted along with the possible motivations behind 
linguistic borrowing (anglicism) and the forms these neologisms can take as put forward by 
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different scholars, followed by the way in which anglicisms are integrated into the target 
language. In addition, selected studies on anglicisms in advertising were presented.  
In the fourth chapter, we revised the historical overview of the treatment of values, what 
they are and how they can be defined. Moreover, special attention was paid to the cognitive-
axiological approach research which was initiated and developed by Krzeszowski (1990, 1993, 
1997) in line with Pauwels and Simon-Vanderbergen (1995). We revised some of the most 
influential contributions that analyzed the way in which leading or recurrent values are encoded 
in advertising in general and branding in particular.  
The fifth chapter was devoted to reviewing the major theories of conceptual operations 
and tracing the influence of their proposals on brand names, with a special focus on the study 
of metaphor and metonymy from a cognitive linguistic approach. A brief overview of the 
classical approaches in metaphor study were discussed. Following this, the pioneering work on 
cognitive operations proposed by Ruiz de Mendoza and Galera Masegosa (2014) was 
considered, as it provides a more comprehensive, in-depth understanding of metaphor and 
metonymy when applied to language-based meaning construction processes.   
In order to achieve the main goals of the investigation and to conduct a thorough and 
detailed analysis, a corpus of anglicized brand names was compiled from the Moroccan Office 
of Industrial and Commercial Property Database. The main stages of corpus compilation were 
listed, and the main principles of corpus creation, such as the selected brands, were based on 
physical goods and shopping goods, whose representativeness was explained. 297 brands 
pertaining to different sectors and displaying a diversity of consumer goods were selected. A 
qualitative analysis was applied towards the corpus, which started with the identification of 
type of anglicisms and their morphological category (pure, pseudo, adapted or hybrid 
anglicisms). The second step was identifying cognitive operations at work (namely 
comparison, correlation, domain expansion, domain reduction, metonymic chains, mitigation, 
strengthening, among others), their modality (monomodal or multimodal), and the axiological 
values transmitted through them. 
9.1   Summary of the results 
In the following lines the final results are summarized to make a series of generalizations: 
• It can be concluded from this study that brand naming is an extraordinary field that provides 
abundant data for the compilation of lexical innovations and creativity. Furiassi, Pulcini, 
and Rodríguez-González (2012) classification of anglicisms proved to be a very effective 
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system of classification when applied to our corpus of anglicized Moroccan brands. It is 
evident from the above discussion that the results confirm a clear preference for pure 
anglicisms; however, English-Arabic, English-French code switching, pseudo-anglicisms 
and, to a lesser extent, adapted anglicisms were also used in creating brand names related to 
convenience and shopping goods. Furthermore, the rapid introduction of new products to 
the market might be forcing the companies to exploit English words, which result in more 
pseudo and hybrid anglicisms. The most conspicuous manifestation of anglicization, as can 
be seen in the analysis and discussion, occurs at the lexical level in the form of compound 
nouns.  
• More specifically, our qualitative analysis suggests that it is not the lack of lexical 
equivalents in the native language what motivates these anglicisms. Other factors play a 
crucial role, such as social prestige, modernity, international appeal, linguistic economy, 
attention-getting and, above all, a tool for lexical and semantic creativity. The flexibility and 
richness of English morphology to coin new terms play an important role in the frequent use 
of English in Moroccan brands, and this is evident in the high number of lexical compounds 
and blends. 
• The results of our analyses indicate that pseudo-anglicisms are the result of two processes, 
namely autonomous creation, and abbreviation. We did not expect to find such an 
impressive number of blends involved in the creation of pseudo-anglicisms, especially their 
playful character, considering that a number of blends in our corpus are based on a close 
similarity between source words and their fragments (e.g Tastea, Bioty, Prad’Ice, Pure 
N’Ice, Nappy). It is also noteworthy the tendency to use pseudo-scientific terms stemming 
from English, sometimes using prefixes and creating lexical items resembling English word-
formation, orthographical rules (i.e., Biocosmetics, Bioenergy, Bioargan, Bionoble, Eco-
Clean). 
• The analysis of the anglicized brands revealed seven dominant axiological values. 
Accordingly, the axiological map proposed by Felices Lago (1996, 1998, 2002, 2004).  in 
previous contributions has proved fruitful when applied to our corpus of convenience and 
shopping goods products. The predominant categories in the corpus, in descending order of 
types are nature, prestige, vitality, hedonism, generic positive evaluations, aesthetics, and 
reliability/security.  Values in our corpus are conveyed explicitly by verbalizing how good, 
prestigious, natural or healthy is the product, either by a metonymic link, or via establishing 
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a metaphorical link with a domain conventionally representing the desired quality; for 
instance, the world of royalty to convey prestige.  
• It is pertinent to point out that different product types conjured different values. Marketing 
and consumer studies have emphasized that the use and effectiveness of advertising appeals 
differ by product category (e.g., Dens and De Pelsmacker 2010; Geuens et al. 2009). In the 
convenience goods category, associations with vitality prevail, followed by hedonism, 
nature, generic evaluations, prestige values; by contrast, the least used one is reliability/ 
security. However, in shopping goods, the prestige group is by far the most widely used, 
followed by nature, reliability/security, aesthetics, hedonism, vitality and, to a lesser degree, 
generic evaluation. Nonetheless and in general, prestige, nature and vitality are the 
prevailing values in the corpus.  
• The results indicate that color is more than a decorative trait; in fact, it triggers associations, 
it distinguishes the brand from other competitors and acts as a visual cue in the activation 
of metonymic chains. The results also show how preferences of colors differ depending on 
product category. Hence, in convenience goods we have noticed a dominance of the white 
color, while in shopping goods a reliance on the black color. Additional analyses have 
revealed that contextual cues play a vital role in deciding the association of colors; for 
instance, black in shopping goods was linked to elegance, sophistication, and glamour, but 
then, in convenience goods, it was associated to strength, and power. Moreover, another 
example is the brown color, which acts as a visual source domain for various metonymies: 
in sweet food we had a double expansion metonymy: BROWN FOR CHOCOLATE 
(INGREDIENT) FOR PRODUCT (BISCUITS); on the other hand, in footwear, we had a 
different metonymic chain: BROWN FOR LEATHER (NATURAL MATERIAL) FOR 
PRODUCT. Hence, the above-mentioned examples provide strong evidence for the relation 
between color associations and product category.  
• Domain expansion metonymy is the most frequent conceptual operation in the construction 
of brand meaning, being involved in the design of most of the brands under scrutiny. 
Additionally, our results confirm previous findings about metonymy being as important as 
metaphor in advertising (see for instance, Radden and Panther 1999; Gibbs 2007; Panther 
et al. 2009; Pérez Sobrino 2017, among others). Metonymic chains follow in number. 
Comparison metaphor, correlation metaphor, and strengthening strategies, though used to a 
lesser extent, are still found in a large number of brand names in the corpus. Furthermore, 
the most salient feature is the low occurrence frequency of reduction metonymy and 
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mitigation operations that are largely outnumbered by their converse operations, 
strengthening strategies and expansion metonymies.  
• The results indicate that there is a general tendency for favoring the verbal mode, especially 
in expansion metonymies, correlation, and strengthening operations. With respect to 
comparison metaphor, the verbo-pictorial mode shared prominence with the verbal mode. 
Metonymic chains, on the other hand, seem to land themselves on the multimodal verbo-
pictorial mode, which outnumbered its converse, namely the monomodal verbal mode. This 
is most clearly conveyed by the fact that the source domain of metonymic chains in this 
corpus is usually visual while the target (product) is either of a verbal or verbo-pictorial 
nature. 
• It is interesting to note that multimodality not only occurs across domains, but also within 
domains. Our findings are in accordance with Pérez Sobrino (2017), who has shifted the 
traditional view on multimodality occurring across domains to a possible multimodality 
occurring within domains. 
• Findings revealed that the nature of a product does not determine how the brand has to be 
constructed. In terms of figurative meaning, both categories showed the same preference for 
expansion metonymies, strengthening strategies, comparison metaphors, and the low 
occurrence of mitigation strategies and reduction metonymies, regardless of the adopted 
product type. With respect to meaning construction, metonymic chains were shown to have 
a reliably significant relevance in the promotion of shopping goods. The overall assessment 
of the results gives pride of place to expansion metonymy as a suitable mechanism for the 
promotion of product features and to connect the product with the brand via this metonymic 
relation. 
9.2   Limitations and prospects for future research 
For various reasons, the scope of this thesis had to be limited, and the results have therefore 
not been complemented by tests, questionnaires, and surveys. There are several aspects of my 
analyses that would benefit from such empirical sources of information, in particular the 
intelligibility of anglicized brand names to Moroccan consumers. The English language was 
found to be highly international, innovative, and modern, according to a large number of 
previous academic contributions (Bhatia 1992; Gerritsen et al. 2000; Piller 2003). Hence, do 
Moroccan attitudes towards English match this international symbolic value of English as 
mentioned by the literature? The study would have been more relevant if a sociolinguistic 
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survey was adopted to examine the attitudes of Moroccan speakers towards English in 
branding. 
Another possible inconvenience is the lack of previous studies about anglicized Moroccan 
brands, neither from a marketing perspective nor from a cognitive or axiological point of view, 
which resulted in a limited background to this study. More research into the Arab world and 
specifically Morocco is needed in order to obtain more knowledge about branding in general 
and anglicized brand names in particular. 
We believe that future research is needed to address gaps that remain unexplored, such as 
metaphor-metonymy interaction and metaphoric complexes. The multimodal metaphtonymy 
in advertising has already been accounted for by a small number of examples (Uriós- Aparisi 
2009; Hidalgo and Kralievic 2011; Pérez Sobrino 2012, 2019; Pérez Hernández 2019), which 
needs further examination. Moreover, our qualitative analysis revealed that strengthening and 
mitigation operations are largely dependent on other cognitive operations like comparison and 
expansion metonymies. It may also be potentially fruitful to examine the interaction patterns 
of strengthening and mitigation mechanisms with other cognitive operations.  
Another area of interest for future studies would be to examine non-anglicized brand 
names (especially those using Arabic and French) and compare whether the tendencies are the 
same or there are visible differences. 
As already stated, marketing, advertising, and cognitive linguistics scholars have 
emphasized that the use and effectiveness of advertising appeals differ by product category. 
However, in our findings, it has been shown that the nature of product (shopping and 
convenience goods) did not play a major role in the construction of conceptual meaning. Hence, 
it would also be of interest to investigate in more details the role played by other product types, 
such as the differences between tangible goods and services. Another alternative would be to 
identify what specific source domains are used for each type of products. Finally, closely 
connected to the same point would be a study of recurrent values and how they are encoded in 









Enfoque cognitivo-axiológico de los nombres de marca anglicados de 
Marruecos 
 
El objetivo de este estudio es explorar la forma en que se construye  
el significado de nombres de marca anglicados en Marruecos. Dentro de las distintas 
características que el área del "branding" ofrece, nos centramos en los anglicismos que se 
emplean para promocionar productos dirigidos a un público cuya lengua más extendida es el 
árabe marroquí. Además, se analizan otras características tales como la formación de palabras, 
por ser un aspecto muy relevante en la creación de dichos nombres de marca, los valores 
axiológicos, las operaciones cognitivas y la codificación de estas unidades a través del texto y 
de la imagen. Consideramos que el gran desarrollo y atracción que hoy en día despierta el uso 
de la lengua inglesa en nombres de marca en Marruecos pueden justificar plenamente el 
planteamiento de una investigación como la que hoy presentamos, y más aún cuando existe 
una notable ausencia en este país de estudios sobre esta temática en general y ninguno (por lo 
que conocemos) desde la perspectiva cognitiva-axiológica. 
Este estudio se asienta en los fundamentos teóricos de la semántica axiológica 
(Krzeszoswski 1990, 1993, 1997; Pauwels y Simon-Vandenvergen 1993, 1995; Felices Lago 
1996, 1998, 2002, 2004) y de la semántica cognitiva junto con estudios de multimodalidad 
(Lakoff y Johnson 1980; Johnson, 1987; Lakoff, 1987, 1993; Ungerer, 1996, 2000; Ruiz de 
Mendoza, 2000, 2005, Ruiz de Mendoza y Galera Masegosa 2014; Forceville, 1996, 2006, 
2009).  
Los objetivos específicos de este estudio son los que se citan a continuación: 
1. Averiguar los tipos de anglicismos utilizados y la frecuencia en que aparecen en los bienes 
o productos de consumo y bienes o productos de compra comparada que conforman el 
corpus de esta investigación, así como interpretar la motivación que hay detrás de su uso.   
2. Examinar los procesos de formación de palabras en los productos seleccionados con el 
objetivo de identificar los más recurrentes y descubrir su conexión con determinados tipos 
de anglicismos.  
3. Identificar las operaciones cognitivas (la metáfora de comparación, la metáfora de 




metonímicas, las operaciones de potenciamiento y mitigación) en los anglicismos usados en 
las marcas marroquíes seleccionadas como medio de creatividad y persuasión.  
4. Determinar, por un lado, el tipo de modalidad que se emplea en la composición semántica 
de los nombres de marcas seleccionados y, por otro, averiguar si existe alguna preferencia 
por una modalidad concreta en función del tipo de producto. 
5. Enriquecer el estudio de la lingüística axiológica aportando un análisis de corpus sobre los 
valores axiológicos predominantes en los distintos nombres de marca de los productos 
seleccionados.  
6. Investigar las preferencias de color según el tipo específico de producto.  
El corpus de este estudio lo conforma un total de 297 nombres de marcas recopilados de la 
base de datos marroquí Moroccan Office of Industrial and Commercial Property, publicados 
entre los años 2010-2017. Se ha utilizado esta fuente por dos razones. En primer lugar, porque 
incluye todos los nombres de marcas que están registrados oficialmente en Marruecos y, en 
segundo lugar, porque proporciona todo tipo de información sobre los nombres de dichas 
marcas. Una vez seleccionados los nombres de marca los hemos clasificado según las 
siguientes categorías: bienes o productos de consumo y bienes o productos de compra 
comparada (Copeland, 1924). Los primeros hacen referencia a artículos relativamente baratos 
cuya compra exige poco esfuerzo. Es decir, un consumidor no estaría dispuesto a emprender 
una búsqueda extensa de ese artículo. Helados, galletas, refrescos son ejemplos de este tipo. 
Los segundos se refieren a un producto tangible del cual el consumidor quiere comparar 
calidad, precio y, tal vez, estilo en varias tiendas antes de hacer una compra. Ejemplos de bienes 
de compra comparada son ropa, cosméticos y zapatos. Para el propósito de este estudio, las 
muestras se organizaron en categorías por artículos. Como resultado, hemos podido distinguir 
las siguientes: 
Bienes o productos de consumo: 
1. Bebidas  
2. Alimentos (comida dulce, helados, patatas fritas) 
3.  Productos de limpieza 
4.  Cuidado personal 
Bienes o productos de compra comparada: 




2. Ropa, calzado y accesorios 
3. Productos domésticos: colchones 
La metodología empleada para el análisis del corpus ha sido cualitativa. En primer lugar, 
comenzamos con la identificación de la categoría morfológica (Plag 2003 y Lieber 2009) y el 
tipo de anglicismo, según la clasificación de Furiassi et. al (2012): anglicismo puro, pseudo 
anglicismo, anglicismo adaptado o anglicismo híbrido. Seguidamente, para identificar y 
analizar las operaciones cognitivas (metáfora y metonimia) y sus modalidades de 
representación en las marcas seleccionadas, nos basamos en la identificación multimodal de 
Forceville (1996) combinada con la identificación verbal de MIPVU (Metaphor Identification 
Procedure Vrije Universitet) (Steen et al. 2010). El primer paso consistió en la observación de 
los elementos verbales y visuales para identificar los dominios de origen y destino de las 
marcas. De este modo, pudimos describir las modalidades utilizadas, tales como la monomodal 
(verbal o pictórica) o la multimodal (verbo-pictórica). El siguiente paso fue clasificar las 
operaciones cognitivas (Ruiz de Mendoza y Galera 2014) subyacentes a las marcas en 
categorías: relaciones del tipo A IS B (metáfora de comparación o metáfora de correlación u 
operaciones escalares) y relaciones A FOR B (metonimia de expansión, metonimia de 
reducción o cadenas metonímicas).  En cuanto al análisis axiológico, nos basamos en el mapa 
axiológico desarrollado por Felices Lago (1996). Finalmente, indagamos los colores, para cuyo 
análisis recopilamos hallazgos de trabajos anteriores relacionados con las asociaciones de 
colores y nombres de marca y así poder aplicarlo a nuestro corpus (Mahnke 1996; Wright 1998; 
Fraser and Banks 2004; Clarke and Costall 2007, among others).   
Tras este estudio se arrojan los siguientes resultados. Con respecto a los anglicismos se 
confirma una clara preferencia por los anglicismos puros, si bien, también se utilizaron 
anglicismos compuestos por las combinaciones inglés-árabe o inglés-francés, pseudo 
anglicismos y, en menor medida, se emplearon los anglicismos adaptados en la creación de 
nombres de marcas relacionadas con bienes o productos de consumo y bienes o productos de 
compra comparada. Además, la rápida incorporación de nuevos productos al mercado está 
obligando a las empresas a aumentar el uso de vocablos del inglés, lo que daría lugar a la 
aparición de un mayor número de pseudo anglicismos y anglicismos híbridos. La manifestación 
de anglicismo más llamativa, como puede verse en el capítulo de análisis y discusión, se 
produce a nivel léxico, en forma de nombres compuestos.  
Por lo que concierne a las operaciones cognitivas, la metonimia de expansión es la 




muestra en el diseño de la mayoría de los nombres de marca analizados. Además, nuestros 
resultados corroboran estudios precedentes que indican que la metonimia tiene la misma 
importancia que la metáfora en publicidad (Radden y Panther, 1999; Gibbs 2007; Panther et 
al. 2009; Pérez Sobrino 2017, entre otros). Desde un punto de vista cuantitativo, las cadenas 
metonímicas ocuparían el segundo puesto seguidas de la metáfora de comparación, la metáfora 
de correlación y las estrategias de potenciamiento. Además, el rasgo más destacado es la escasa 
recurrencia de la metonimia de reducción y de las operaciones de mitigación, notablemente 
superadas por las operaciones inversas tales como las estrategias de potenciamiento y las 
metonimias de expansión.  
Asimismo, los resultados revelan que la naturaleza de un producto no determina cómo 
debe construirse la marca. En cuanto a las operaciones cognitivas, ambas categorías de 
productos mostraron la misma preferencia por las metonimias de expansión, las estrategias de 
potenciamiento y las metáforas de comparación, así como la escasa presencia de estrategias de 
mitigación y metonimias de reducción, independientemente del tipo de producto adoptado. 
También se demostró que las cadenas metonímicas tienen una relevancia significativa y fiable 
en la promoción de los productos de compra comparada. La valoración global de los resultados 
otorga un lugar destacado a la metonimia de expansión en ambos tipos de producto, siendo un 
mecanismo adecuado para la promoción de las características del producto y para conectarlo 
con la marca a través de esta relación metonímica. 
En cuanto a la codificación del tipo de modalidad, los resultados indican que la tendencia 
general se orienta hacia la monomodalidad de tipo verbal, especialmente en las metonimias de 
expansión, en la metáfora de correlación y en las operaciones de potenciamiento. Con respecto 
a la metáfora de comparación, la modalidad de tipo verbo-pictórica compartió protagonismo 
con la verbal. Las cadenas metonímicas, en cambio, parecen recurrir a la modalidad de tipo 
verbo-pictórico, que supera a la modalidad opuesta, la monomodal verbal. Esto se refleja 
claramente en el hecho de que las cadenas metonímicas en este corpus suelen codificarse 
mayoritariamente a nivel visual, mientras que el destino (producto) es de naturaleza verbal o 
verbo-pictórica. Es interesante observar que la multimodalidad no solo se produce entre los 
distintos dominios, sino también dentro de un mismo dominio. Nuestros resultados están en 
consonancia con Pérez Sobrino (2017), que ha aportado una nueva visión a la visión tradicional 
sobre multimodalidad producida a través de los distintos dominios a una posible 




Respecto a los valores axiológicos, el mapa propuesto por Felices Lago (1996) fue muy 
útil para el análisis de los valores en los nombres de marca seleccionados. Los resultados 
arrojan que las categorías predominantes en el corpus, en orden descendente, son naturaleza, 
prestigio, vitalidad, hedonismo, evaluaciones genéricas positivas, estética y 
fiabilidad/seguridad.  En el corpus analizado los valores se transmiten verbalizando de forma 
explícita lo bueno, prestigioso, natural o saludable que es el producto, ya sea estableciendo un 
vínculo metonímico o mediante una relación metafórica a través de un dominio que represente 
convencionalmente la cualidad deseada. Por ejemplo, se suele recurrir al mundo de la realeza 
para transmitir la idea de prestigio. 
Es pertinente señalar que los distintos tipos de productos evocan valores diferentes. Los 
estudios de marketing y consumo han destacado que el uso y la eficacia de las apelaciones 
publicitarias difieren según la categoría del producto (Dens y De Pelsmacker, 2010; Geuens et 
al., 2009). En los bienes o productos de consumo prevalecen las asociaciones con la vitalidad, 
seguidas del hedonismo, la naturaleza, las evaluaciones genéricas y los valores de prestigio; 
siendo la fiabilidad/seguridad la menos utilizada. Respecto a los bienes o productos de compra 
comparada, el prestigio es el valor más utilizado, seguido de naturaleza, fiabilidad/seguridad, 
estética, hedonismo, vitalidad y, en menor medida, la evaluación genérica. Al margen de las 
diferencias, en general, los valores predominantes en el corpus son los siguientes: prestigio, 
naturaleza y vitalidad. 
Respecto a los colores, los resultados indican que el color va más allá de ser un simple 
aspecto decorativo; es más, sirve para desencadenar asociaciones, distinguir la marca con 
respecto a la competencia y actuar como pista visual en la activación de las cadenas 
metonímicas. Los resultados también muestran cómo las preferencias de los colores difieren 
según la categoría del producto. Así, en los bienes o productos de consumo, hemos observado 
un predominio del color blanco, mientras que en los bienes o productos de compra comparada 
se recurre al negro. Un análisis más profundo ha revelado que las claves contextuales 
desempeñan un papel crucial a la hora de decidir la asociación de los colores; por ejemplo, el 
negro, en los bienes o productos de compra comparada, se vinculó a la elegancia, la 
sofisticación y el glamour, sin embargo, en los bienes o productos de consumo se asoció con 
la fuerza y el poder.  
En definitiva, como puede apreciarse tras el análisis llevado a cabo la denominación de las 




léxicas y creatividad. Creemos que tras este estudio se abren futuras líneas de investigación 
como las que se indican a continuación: 
(a) Analizar la interacción metáfora-metonimia y los complejos metafóricos (Uriós- Aparisi, 
2009; Hidalgo y Kralievic, 2011; Pérez Sobrino, 2012, 2019; Pérez Hernández, 2019, entre 
otros). 
(b) Examinar los patrones de interacción de los mecanismos de potenciamiento y mitigación 
con otras operaciones cognitivas: las metonimias de comparación y expansión.  
(c) Examinar los nombres de marcas formados por otros vocablos de lenguas extranjeras 
(especialmente las que utilizan el árabe y el francés) y comparar si las tendencias son las 
mismas o si hay diferencias significativas con respecto a las señaladas en esta 
investigación. 
(d) Investigar otros tipos de categorías como bienes tangibles y servicios y compararlas con 
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